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Circulation for issue of August 
Guaranteed to EXCEED 


ONG MILLION COPIES 


All advertisements sent THE Woman’s 
MaGaAZzINE are accepted with the distinct guar- 
antee that its circulation exceeds One Million 
copies EVERY issue. Not a copy is 
wasted. Every copy goes out in a separate 
wrapper to a different reader and possible cus- 
tomer for your goods. 


No News-stand SHELF” Circulation 


We have a larger Patd-in-advance sub- 
scription list, than any other “one” publication 
of any class or kind published anywhere—and 
prove it. 








Advertising rate, $4.00 per agate line. 
August forms close July 15th. 


THE WOMAN’S MACAZINE, 





World's Fair 
eet Dew. St. Louis, Mo. 
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Rowell’s American Newspaper Directory tells the circulation of yay 
newspapers and tells it truly. It gives the present circulation a well a ra 
series of years past, thus ling the advertiser to determine the probable fomre 








We regard the Amertcan 
Newspaper Directory by all 
odds the most complete and 
reliable guide that the adver- 
tiser can make use of; in 


fact, we use no other.— 


R. V. Pierce, Presi- 
dent World's Dispen- 


sary Medical Associa- 
tion, Buffalo, N. Y. 





The oe of the American Newspaper Directory is $10 ash, all transporta- 
tion charges prepaid 
GEO. P. ROWELL & CO., Publisher: 
o Spruce St., New York. 
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You. XLIV. 


SOME BUSINESS PERIOD- 
ICALS. 





The past year has seen a mark- 
ed increase in the use of business 
periodicals. This form of adver- 
tising is being rapidly developed, 
and has so many advantages thatthe 
increase will probably continue. 
The number of such journals now 
published is not only large, but the 
range of propositions exploited or 
helped by them is wide. The busi- 
ness periodical is eminently adapt- 
able. It can be made to further a 
great railroad, and travel general- 
ly, as in the case of the Four Track 
ae or it will, in the form of 
a four-page monthly leaflet, keep 
a cigar store or a printing office 
prominently before its compara- 
tively restricted clientele. Twelve 
issues of a little monthly publica- 
tion are worth much more than 
twelve booklets, even though the 
latter cost as much and be sent as 
regularly. The chief value of the 
business periodical is the contin- 
uity that it gives for a reasonable 
outlay. A booklet may go into the 
waste basket, but the busiest man 
who receives a bright little month- 
ly will put it aside for future read- 
ing. If it is of handy size it prob- 
ably goes into his pocket—an ex- 
cellent reason for making it of 
handy size. If it pleases him once 
it has won him as a “constant 
reader,” and a fact worth noting 
is that a very little cleverness goes 
a long way in a publication of this 
kind. Even cleverness taken from 
a dictionary of quotations finds 
appreciation. Furthermore, the 
business publication gives weight 
to a firm’s newspaper or trade 
journal advertising, and to every 
pecs of literature sent out. The 
usiness periodical gives personal- 
ity. Its idea has not been over- 
done in advertising. It interests, 
on one hand, the man whose office 


NEW YORK, 


JULY 1, No. 1 


1903. 


is in a skyscraper and who receives 
a hundred letters a day, while on 
the other hand it is the most eco- 
nomical and effective means of 
talking to the small dealer who is 
located in a village off the rail- 
road, out of touch with traveling 
salesmen. It supplements every 
other form of advertising. It gives 
new aspects to advertising proposi- 
tions that are a bit stale, and diffi- 
cult to present in fresh ways. It 
is an invaluable medium for tell- 
ing a long advertising story, such 
as that of a life insurance company 
with twenty forms of policy, and it 
can ‘be used to advantage in tell- 
ing and re-telling the short story 
of a five cent cigar. It is a good 
adjunct for the advertiser whose 
appropriation runs into hundreds 
of thousands of dollars, while for 
the little advertiser who can spend 
but a few dollars monthly it is fre- 
quently the medium that brings the 
best return for his expenditure. 
The Little Schoolmaster receives 
most of the representative business 
periodicals now being published, 
and the array for a month is not 
only interesting in itself, but sug- 
gestive to others.s The fundamen- 
tal idea of the business periodical 
is worked out in many ways. The 
smallest monthlv received is a sim- 
ple mailing card called Advertis- 
ing Talk, sent out by Seth Brown, 
the Cleveland advertising man. The 
effect of this modest “periodical” 
with its hundred words of argu- 
ment is always good. It is an in- 
expensive form of advertising, but 
never “cheap.” The use of a title 
and the regularity of appearance 
gives continuity, and shows the 
value of a name and a local habita- 
tion for the humblest series of ad- 
vertising literature. Other adver- 
tising men and agencies use the 
business periodical to advantage. 
Batten’s Wedge, published by the 
Batten agency, New York, is pretty 
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well known everywhere in adver- 
tising circles, or ought to be. In 
form it is like that most success- 
ful of all business monthlies, the 
Philistine, and its brief talks on 
advertising, from the standpoint 
of the agency, are always good. 
The Lyman Morse agency, New 
York, publishes a bright monthly 
called Morse’s Agate Rule. Busi- 
ness Problems is a_ distinctive 
monthly issued by the Staines- 
Houghtaling agency, Battle Creek, 
Mich., while White’s Sayings, 
Seattle, has grown from a small 
leaflet to a very respectable pub- 
lication, with a subscription price. 
These papers doubtless bring busi- 
ness to the agencies that publish 
them, and if they are potent to sell 
advertising skill they are fully as 
effective in selling advertising 
space direct, as witness the peri- 
odicals published by various medi- 
ums. The Farmers’ Sentinel 
Monthly Advertiser exploits the 
weekly edition of the Milwaukee 
Sentinel, going largely to mail 
order advertisers. The Woman’s 
Herald for Men is an attractive 
periodical issued in the interests 
of the Butterick publications, not- 
able for the clever adaption of 


colored covers and _ illustrations 
from these publications _them- 
selves. The Magazine of Humor 


is a sort of monthly Joe Miller, is- 
sued to call attention to the 
Hardware Dealers’ Magazine, New 
York. Printing offices are also be- 
ginning to adapt the business peri- 
odical. Impressions, a monthly is- 
sued to advertise,the Print Shop, 
St. Catharines, Ont. is rapidly 
growing into an advertising jour- 


nal. The Smith-Brooks Printing 
Co., Denver, publishes a_ neat 
monthly called Grist. W. 


Streeter, a printer of Saco, Maine, 
issues Streeter’s Bulletin, while 
Thoughts is a printer’s periodical 
lately launched by Ira H. Joy, 
Bangor, Maine. The Inland Type 
Foundry, St. Louis, has long been 
identified with a solid monthly 
known as the Practical Printer. 
Wall Street is represented by a 
monthly called Practical Wall 
Street, published by Mallett & 
Wyckoff, brokers, 10 Wall street, 
and Cent per Cent, a monthly is- 
sued by Mitchell, Schiller & 
Barnes, contains 


Broadway, 


52 
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matter pertaining to investments, 
The periodical that reaches retail- 
ers is in high favor. Paints are 
represented by Co-Operation and 
Expansion, issued by Heath & 
Milligan, Chicago, and Spatters, a 
monthly published by the Acme 
White Lead & Color Work, De- 
troit, Mich. The latter serves the 
double purpose of a magazine for 
factory employees and traveling 
men, and a means of suggestion 
to retailers. The Arrow is a 
pointed little monthly published 
in the interest of roofing-tin by the 
N. & G. Taylor Co., Philadelphia. 
Findings is a monthly filled with 
miscellaneous information for shoe 
manufacturers, sent out by the S. 
M. Supplies Co., Boston. The 
Zenith is a handsome monthly for 
hardware dealers, published by the 
Marshall Wells Hardware Co., Du- 
luth, Minn. Puffs is a monthly 
exploiting cigars, issued by the 
Shryock-Johnson Co., St. Louis. 
The Anco Special, published by 
Austin, Nichols & Co., New York, 
goes to retail grocers. The Check- 
erboard Montily is an eight-page 
periodical sent to dealers who han- 
dle the food products of the Rals- 
ton Purina Co., St. Louis. Cloth- 
ing is represented by Chat, Cahn, 
Wampold & Co., Chicago, Adler’s 
Suggester, David Adler & Sons, 
Milwaukee, and the Stimulator, 
Strauss Bros., Chicago. Candy 
Topics is a periodical sent out by 
D. Auerbach & Sons, New York, 
while so unwieldy a line as pig 
iron and foundry supplies is well 
advertised in the Obermayer Bul- 
letin, a monthly issued by the S. 
Obermayer Co., Detroit, Mich. 
Revell’s Daily News is a mailing 
card sent every twenty-four hours 


L, to book dealers by Fleming H. 


Revell, the Chicago publisher. The 
Dennison Mfg. Co., Cincinnati, 
reaches stationers by means of the 
Dennison Quarterly, showing its 
many novelties. Bidding for 
Trade exploits wall paper to deal- 
ers, and is fathered by the Robert 
Graves Co., New York. Enoch 
Morgan’s Sons publish a quarterly 
called the Sapolio Times for the 
grocery trade. Builders’ hardware 
is treated in the Corbin, a tasteful 
monthly emanating from the firm 
of P. & F. Corbin, New Britain, 
Conn. Globe-Wernicke Doings is 
(Continued on page 6.) 
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The American News- 
paper Directory for 


1903 accords 


The Minneapolis 








Farmers’ Tribune 
WEN 











a larger circulation 


than any other 


weekly published in 
Minnesota. 
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a monthly from this company’s 
headquarters, keeping dealers post- 
ed on its office devices. 

Of periodicals that reach various 
classes of consumers there is an 
abundance and a wide variety. The 
improvements in office systems and 
furniture have called several jour- 
nals into being. System, which is 
now regularly entered at the 
Muskegon, Mich., postoffice, and 
entirely a general publication in its 
scope, was originally an advertis- 
ing periodical for the Shaw, Walk- 
er Co., that city. In exploiting this 
firm’s office helps so much atten- 
tion was paid to system in its larg- 
est sense that its success was im- 
mediate among business men. It 
is now published in Chicago. In- 
cidentally, it is a fact worth noting 
that the tendency of a bright busi- 
ness periodical is to grow out of 
its original field. Not only is a 
clever paper read for itself, but 
in many cases readers are willing 
to pay a subscription price. In 
many instances a moderate sub- 
scription price is necessary to pre- 
vent waste circulation in unprofit- 
able directions. Tengwall Talk is 
an interesting little monthly maga- 
zine from the Tengwall File & 
Ledger Co., Chicago, and a third 
publication of this class is Writ- 
ing Machine News, issued in Lon- 
don, England, by the Yost Type- 
writer Co. Red Cross Notes is a 
fine monthly containing medical 
information, sent out to physicians 
by Johnson & Johnson, New 
Brunswick, N. J. The Auto Era 
furthers the interests of the Win- 
ton Motor Car, made in Cleveland, 
Ohio. The New York Edison 
Company advertises electric light- 
ing and electrical household con- 
veniences by means of a monthly 
called the Bulletin, which is mailed 
to select lists. The Bookworm is 
a monthly literary journal issued 
by the book department of the 
Loveman, Joseph & Loeb depart- 
ment store, Birmingham, Ala., and 
has its progenitor in the well- 
known Book News, published by 
— Wanamaker. The Equitable 

ecord is a periodical sent to those 
who have been interested in life in- 
surance by the Equitable Company, 
and similar periodicals are issued 
by other companies, particularly the 
Prudential and Metropolitan. 
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Thrift is a bank periodical 
lished in Sidney, Ohio, by the 


ub- 


irst 
National Bank. The department 


store, large or small, finds a desir- 
able form of advertising in its own 


publication. Kiam’s Store News 
is an eight-page paper lately start- 
ed by Ed. Kiam, Houston, Texas; 

Brooklyn Weekly Chat is a small 
local newspaper circulated free in 
four wards of that city, containin 

advertising of a combination of 
retail merchants; Miller’s Price- 
Cutter is a four-page monthly is- 
sued by the general store of Ed- 
ward Miller, Jr., Evansville, Ind.; 

Alfred Edmondson’s News is a 
monthly store paper issued by 
Alfred Edmondson, Morecambe, 
England. The department stores 
of New York issue monthly groc- 
ery lists that are, in effect, proprie- 
tary magazines. Beginning as mere 
price-lists, these have been suc- 
cessively enlarged, and now con- 
tain a miscellany of household sug- 
gestions, recipes and short stories. 
Of all commodities treated in pri- 
vate publications groceries and 
things to eat or drink seem to yield 


best results. Siegel, Cooper’s 
Modern Housekeeping and the 
Simpson Crawford Company’s 


Good Eating are two of the most 
elaborate. Among railroad publi- 
cations, besides the Four Track 
News, are the Black Diamond Ex- 
press Monthly, published by the 
Lehigh Valley, the Book of the 
Royal Blue, is published by the 
Baltimore & Ohio, and Clover 
Leaves, the monthly travel maga- 
zine of the Toledo, St. Louis & 
Western. A new magazine, the 
Suburbanite, is also being used to 
promote the suburbs of the Central 
Railroad of New Jersey. The 
United Weekly is a four-page leaf- 
let issued by the street car corpo- 
ration of Detroit, Mich., intended 
to stimulate trolley trips over that 
city’s magnificent system of elec- 
tric lines. Capital is sometimes 
made of a pat name, as with Dirt, 
the monthly publication of J. C. 
Mehan & Co., real estate men, Des 
Moines, Iowa. Mengel’s Real Es- 
tate Register is a paper of thirty- 
two pages issued by Mengel & 
Mengel, Reading, Pa. Municipal 
advertising finds representation in 
Greater Buffalo and the Detroit 
Business Review, issued by the 
















boards of trade of those.two cities. 
Montgomery Ward & Co., Chica- 
go. are the pioneers in the mail 
order field with an illustrated mag- 
azine that goes to customers. Uni- 
yersities find it worth while to -is- 
sue regular bulletius of news and 
other information to the editorial 
fraternity, and it is rather a back- 
ward Young Men’s Christian As- 
sociation that does not hold its 
members with a monthly magazine. 
One of the handsomest and solid- 
est business publications is Equt- 
page, published by Studebaker 
Bros., which has been so success- 
ful in ‘reaching owners of fine 
stables since its establishment three 
or four months ago that the firm 
contemplates additional publica- 
tions to reach other classes of peo- 
ple interested in its product. A 
sprightly monthly called Shop 

alk, issued to publish fashion 
news to the patrons of Kate E. 
Tirney’s purchasing agency, New 
York, has grown into a_ small 
woman’s magazine in a little more 
than a year. There is even a the- 
ater organ—the Corse Payton Her- 
ald, issued weekly for a Brooklyn 
theater under this actor’s manage- 
ment and conducted by his press 
agent, Mrs. Gertrude Andrews. 
publication may be issued semi- 
annually and be worth more than 
a semi-annual booklet, provided it 
is interesting. The Milwaukee 
Produce Co., Milwaukee, Wis., 
publishes a spring periodical call- 
ed Woolology, going to wool buy- 
ers, and a fall booklet called Fur- 
ology, reaching those who buy and 
ship furs. These have attained a 
circulation of 40,000 copies. Pro- 
prietary periodicals also go to 
South America, where there is said 
to be a scarcity of magazines. La 
Voz del Norte (Northern Voice) 
is distributed in Mexico, Cuba and 
South America by the Dr. Rich- 
ards Dyspepsia Tablet Associa- 
tion, 284 Pearl street, New York, 
and Modas y Caras (Fashions and 
Faces) is a quarterly magazine 
that has brought excellent results 
to the E. C. White Co., handling 
proprietary remedies at 136 Lib- 
erty street, New York. 

If these many publications are 
diversified as to purpose, they are 
even more diversified as to con- 
tents. Some are elegantly printed, 
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commanding contributions from 
well-known writers. Others are 
cheap both as to matter and make- 
up. Cheap or elaborate, however, 
each appears to be accomplishing * 
an advertising purpose, and the 
regularity with which a _ small 
eight-page monthly on print paper 
will appear month after month 
shows that it is bringing results 
and justifying its publication. The 
number that suspend publication 
is surprisingly small, while the 
large range of business covered by 
the papers in the above enumera- 
tion, together with the fact that no 
field has more than one or two at 
most, or is over-crowded, would 
seem to signify that the proprietary 
publication has come to stay and 
is only beginning its career as a 
form of advertising. 


—_~o 
ULTIMATELY. 


Never expect to get a salary of $100 a 
week after a few months’ instruction in 
the advertising schools—but you may re- 
ceive an education there which might 
ultimately lead to such a salary.—Am- 


erican Advertiser. 
——- 4 ee 


In advertising it is better to be right 
than original—to be both, is still better. 
—Jed Scarboro, 


The Chicago 
Record-Herald 


prints 
considerably 
more than 
twice as much 


RESORT AND SCHOOL 
ADVERTISING 
as its 


next nearest 
competitor, 








The Record-Herald has the 
largest known morning and 
Sunday circulation in 
Chicago. 
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A BOOK ON WHEAT. 


Flour advertising is a growing 
branch of publicity, thanks to the 
pace set by the breakfast foods. It 
is growing in volume on one hand, 
but it is also growing in advertis- 
ing yalue, which is a more import- 
ant consideration. Flour advertis- 
ing has heretofore been limited to 
cuts of barrels with a certain num- 
ber of XXXX marks on the heads, 
and only of late has any effort been 
made to give it an appetizing flavor 
by the use of recipes. The cook 
ought to be the chief source of in- 
formation in flour advertising, and 
the advertising man who keeps 
close to her in writing copy will 
also be close to her when she buys 
flour. The history of flour and the 
different processes of making it can 
also be drawn on for material. Who 
knows, for example, that George 
Washington was a miller? Yet the 
Father of His Country raised the 
finest wheat in the new United 
States at Mount Vernon, ground 
flour, sold it at $12 and $13 a bar- 
rel, exported it to Europe and the 
West Indies and was always proud 
of the fact that his Mount Vernon 
brand was known as the finest in 
the world. The history of milling 
from the days of the saddle-stone, 
mortar and quern to the introduc- 
tion of the roller process in 1878 
would furnish raw material for a 
series of interesting flour ads. The 
history of wheat itself, found in 
the Tombs of Egypt and old in 
the days of the Pharaohs, is inter- 
esting to the point of being enter- 
taining. The various kinds of 
wheat produced in the different 
States would give an argument 
basis for demonstrating flour qual- 
ity, as some States produce grain 
that is good for none but the low- 
est grades of flour, while others 
are so favored in climate that their 
wheat is not equalled by any coun- 
try in the world. The rise of the 
American milling industry and the 
increase in exports of flour furnish 
absorbing statistics and facts. The 
whole subject of wheat is interest- 
ing, as is shown by “The Story of 
a Grain of Wheat,” a book by 
William C. Edgar, editor of the 
Northwestern Miller, recently pub- 
lisher by D. Appleton & Co., New 
York. This volume reads like a 








historical romance, and is, in truth, 
a romance drawn from history, 
Mr. Edgar’s aim has been to tell 
the story of wheat simply, for the 
man and woman who eat wheat 
bread. He has eschewed the pro- 
found conclusions of the scientist 
and statistician. Beginning with a 
simple exposition of the wheat 
berry and its, composition, he treats 
successively the history of wheat 
from the earliest times, the devel- 
opment of modern wheat, the vari- 
ous wheat growing countries, 
which make it possible to harvest 
a crop every month in the year, 
the history of mills and milling, 
the development of methods of 
growing and harvesting, the open- 
ing of new wheat-growing areas, 
the scales of tariffs, the facilities 
for transportation and the prob- 
lems of the merchant-miller who 
has replaced the old grist-miller. 
The volume contains 190 pages of 
vital, popular information, and is 
so enjoyable as pure reading mat- 
ter that it suggests a new form of 
flour advertising. If a story book 
can be made of the chief facts 
about wheat, these same facts can 
be worked up into flour advertis- 
ing, and will be second in interest 
only to the material furnished by 
cooks and cook-books. The ad- 
vertising man who is studying the 
possibilities of flour advertising 
will find both material and sugges- 
tion in “The Story of a Grain of 
Wheat,” while as a book for gener- 
al reading and a text book for 
schools and colleges it deserves a 
wide sale. It is a credit to trade 
journalism. 
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The Minneapolis Situation. 


IF You were going to buy a Family Horse would the Seller’s Unsup- 
ported Claim that the horse could trot a mile in one-thirty decide you? 

IF You were going to spend $100,000 in Advertising would a Publish- 
er’s Unsupported Claim that the circulation of his paper was double that 
of all the other dailies in the State decide you? or, 

Would you consider the record of the papers, and see how they com- 

ared in quality and quantity of business and circulation as proven by 
indisputable facts ? 


Quality and Quantity of Circulation. 


Canvass of Minneapolis residences as published in The Journal, two blocks every 
day, beginning last August. 


Residences canvassed............ 5,629 In total to date 
Journal subscribers .......... +++ 4,607, Journal —, py Tribune 
Evening Tribune subscribers ....{,141 In Fay ay 


Morning Tribune subecribers.... 741 Journal exceeds Morning Tribune 





Flat buildings canvassed......... 81 535 per cent. 

Journal subscribers............... 1,250 In total to date 

Evening Tribune subscribers .... 185 | Journal exceeds Mng. and Evg. Tribune 
Morning Tribune subscribers.... {78 160 per cent. 


Quality and Quantity in Advertising. 


















































! 
The Minneapolis Journal. S’y &D’y Tribune.|| Daily Tribune. 

Qb> a (?) a ie) Ow” 
oon. | FEaledleeleaglealeelesgieiiee 

cf s a os ¢. 5 ec = 

mONTH., |ESS\ER |B S| ESS|Bae |B eB os 2 

Par |RElEP IST |RElE? lear lee ler 
January ....... 1,306 | 286| 202|| 1,276 | 299| 194|| 9860] 192] 118 
February. ....| 1,259 | 34%| 194/|| 1,107 | 322| 208|| 717 | 209) 117 

March ......... 1,609 | 391) 262||/ 1,505 | 359] 283|| 817 | 212 
April...... ..... 1,719 | 435| 305 || 1,462 0} 204|| 973 | 244] 167 
Bi asccessocend 1,586 | 341| 278|| 1,495 | 272) 309 186| 163 
Total for 5 mos..| 7,479 | 1,795 | 1,241 | 6,845 | 1,592 | 1,288 4,304 | 1,043 710 























In Total Advertising The Journal (6 issues per week) beat Sunday and 
Daily Tribune 9 per cent. 

In Foreign Advertising The Journal (6 issues per week) beat Sunday and 
Daily Tribune 134 per cent. 

In Wants Advertising The Journal (6 issues per week) was beaten by Sun- 
day and Daily Tribune 314 per cent. 

In Total Advertising The Journal (6 issues per week) beat Daily Tribune 
(6 issues) 73 per cent. 

In Foreign Advertising The Journal (6 issues per week) beat Daily Tri- 
bune 72 per cent. 

In Wants Advertising The Journal (6 issues per week) beat Daily Tribune 
(6 issues) 74 per cent. 


THE MINNEAPOLIS JOURNAL 


Is the Great Daily of the Great Northwest. 


M. LEE STARKE, 


Tribune Building. Tribune Building, 
NEW YORK” Mgr. General Advertising. CHICAGO, 
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“SEND FOR BOOKLET.” 





The booklet is now recognized as 
a valuable auxiliary to almost 
every form of publicity—particu- 
larly magazine advertising. It is 
the means of telling an advertising 
story more fully than it can be told 
in space at $400 a page, and of tell- 
ing it to a reader who has been 
interested to the point of sending 
for further information about the 
commodity or proposition. The 
booklet is a factor of ever increas- 
ing importance. It calls for care- 
ful compilation, fine pictures, good 
printing. It costs a great deal of 
money. It is indispensable in 
bringing actual orders, making the 
space productive. Yet, strangely 
enough, the portion of the average 
magazine ad that mentions book- 
lets is usually limited to a cut and 
dried line or two printed last of 
all. Take up a current magazine 
and you will see such phrases as 
“Send for booklet,” “Full details 
in catalogue B,” “Let us mail you 
booklet C, free for the asking.” 
Few succeed in departing from the 
conventional phrases. Few ads do 
their booklets justice. Better and 
fuller description of the booklet is 
needed. It must be made a feat- 
ure. of the ad, not an auxiliary, 
and described so enticingly that 
the reader will want it. The liter- 
ature sent out nowadays by maga- 
zine advertisers is interesting, and 
deserves more than a line. In 
some cases the whole ad might 
turn on the booklet, while in others 
it could take a half or third of the 
space. In advertising a set of 
Shakespeare a New York pub- 
lishing house offers an essay on 
the Bard of Avon difficult to ob- 
tain, sending it free with a pros- 
pectus and specimen pages, and 
this essay is made so vital a fea- 
ture of the advertising that the 
average reader will want it.. An- 
other commendable instance of 
emphasizing the booklet is found 
in an ad of the Chicago Corre- 
spondence School of Music, where 
Professor Marcus Lucius Quinn 
says: 

I propose to send my presentation of 
the Quinn Method free to any one in- 
terested in Piano, Organ, Voice, Har- 
mony, Counterpoint, Fugue, Composi- 


tion, Orchestration, Phrasing, Design in 
Vocal and Instrumental Musical forms, 
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the Art of Teaching Music, and the 
Principles of Self Development. A re. 
quest, for this book does not oblige you, 
in any way, to enroll and become our 
student, but we want you to have this 
information because it is the best way 
we know of presenting our claims. We 
know and want you to know what we 
know, then the responsibility is on you, 
Send to-day for * “The Quinn Method.” 

Madame M. Hessler, a hair spe- 
cialist in the Marshall Field An- 
nex, Chicago, makes her booklet 
one of the central features in a late 
ad, saying, “Send for my booklet 
No. 3—it tells an interesting and 
instructivestory aboutthe hair and 
scalp, and contains references of 
many prominent men and women 
all over the country whom I have 
treated successfully.” On the same 
order is a summer vacation page 
of the Erie showing nothing but a 
halftone view of Chautauqua Lake, 
with the paragraph, “An illustrated 
jolder published by the Erie Rail- 
road Company tells why Chautau- 
qua Lake, with its varied phases of 
summer life, is one of the most de- 
lightful resorts in the world.” 
These descriptions are a distinct 
improvement upon the curt, non- 
informing “Send for booklet.” 
They indicate the booklet’s con- 
tents and create a desire for it. 
The object of most magazine ad- 
vertising is to develop inquiries 
for literature. If this literature is 
given a prominent place instead of 
being huddled into a trite line at 
the bottom it will greatly enhance 
the pulling power of the advertis- 
ing and bring a greater proportion 
of results from the campaign. 


+o 
NEWSPAPER EXPRESSION ILLUS- 
TRATED. 





HAS HAD A WORLD-WIDE CIRCULATION. 
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tropolis of Ohio. THE 
PLAIN DEALER is its 
eading paper. 











WV 
LEVELAND is the me- W 
W 
W 
W 





S Advertsing in Clevelan 


P In the Month of May, 1903 Inthe Month of May, 1903 
rN The Cleveland pogees The Cleveland papers 
published the following published the following 
total number of columns number of columns of 


of advertising : Classified Advertising : 

Plain Dealer, 1,635 cols. Plain Dealer, 477% cols. 
Press, 1,500% cols. Press, 378% cols. 
Leader, 968% cols. Leader, 248 cols. 
World, 768 cols. World, 105% cols. 





In the 12 Months Ending May 31,1903 


The Cleveland papers 
published the following 
total number of columns 
of advertising : 


Plain Dealer, 15,990 cols. 
Press, 15,563 cols. 
Leader,  10,291% cols. 
World, 7:738™% cols. 























Measurements stated in columns of 300 agate lines 











ps C. J. BILLSON, Mgr. Foreign Adv. Dept., 


\ Tribune Building, NEW YORK, Tribune Building, CHICAGO. 


W 
W 
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OBSERVATIONS BY AN INDIANA 
PUPIL. 


Vatparaiso, Ind., June 6, 1903. 
Editor of Printers’ INK: 

During the past year I have enjoyed 
reading no magazine or paper more than 
the Little Schoolmaster, often causing 
my better half to get out of patience 
with me for reading while eating dinner. 

In a_ recent issue of the Chicago 
Daily News I discovered the following 
advertisement which is enough to cause 
“Jim Dumps” to quit forever: 


I SOLD A FAMILY NAMED BENT, 


And sent them from Chicago to Kent; 

The distance was great, 

And they said it was late 

When they got into Kent. 

You folks may think it is dead easy 
to write poetry, but I sat up half of the 
— making these words match. The 
only fellow that has got any the best 
of me on poetry, and he has got me beat 
a mile, is the man who writes for the 
death columns of this paper. I might 
make money writing poetry, but my long 
suit is Land and can talk Wisconsin 
and its grand possibilities until the 
cows come home. Won’t you give me 
a chance? Or, if you think that it is 
safer, send for a price list; it’s free. 
Will. A. Webster, 603 Security Building, 
188 Madison street. 








Isn’t that enough to bring music into 
the heart and change a gray December 
day into June time? This age is pre- 
eminently an age of advertising and I 
believe in trying to the utmost of our 
capacity to be oricimal in thought, and 
ingenious in methods, but when we have 
good adwriters by the score is there any 
excuse for a real estate man sitting up 
half the night preparing proclamation of 
his own_ability? 

The Devoe Paint Co. has been run- 
ning some unique advertisements in our 
local papers. Te is a well-known fact 
that people are always ready to read 
somebody else’s letters and the Devoe 

ople realizing this have been pub- 
ishing a series of letters directed to 
prominent Valparaiso people: 


LETTER TO MR. W. A. SMITH. 
Valparaiso, Ind. 

Dear Sir: When you build a house 
you want a good paint next the wood— 
it goes a long way in taking care of the 
wood. The paint that has the best 
chance to be useful is this first coat; 
first two coats; first three coats. The 
first takes care of the wood; the second 
takes care of the first; the third takes 
care of the two. All three become one; 
and that one is to last forever. ‘‘For- 
ever” means as long as the house lasts. 
The way to make the first painting last 
as long as the house, is to follow it up 
with repainting o.cen enough. How 
often? Depends on the paint. Repaint 
while the paint is still waterproof. AM 
the wear is outside; there is no wear on 
the under paint. This is how the first 
nainting lasts forever, by keeping it 
covered; keeping it sound. And this is 
the cheapest way to take care of a house. 
But how often to paint depends on your 
paint. If you paint lead and oil, paint 
again in three years or less; if Devoe 
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Ready Paint, paint again in three years 
or more. 

That “less” and “more” are about 
as one to two. Devoe Ready Paint 
takes care of a house at half cost, be 
cause it lasts twice as long as lead and 
1 





Devoe agent in Valparaiso: Mr. W, 
C. Letherman. _ Yours truly, 

F. W. Devoe & Co. 

A few complimentary or friendly 


phrases about the person’s business js 
usually introduced, but apart from these, 
the letter is restricted to the business to 
which it relates. 
Trusting Printers’ Ink will continue 
its good work, I remain, a student, 
L. E. Dowpett, 


qian sae 
MOST WIDELY READ PAPER 
OF THE HUDSON 
VALLEY. 


THE “NEWS” IS READ BY MORE PEO- 
PLE IN NEWBURGH AND VICINITY 
THAN ALI. THE OTHER NEWBURGH 
AND NEW YORK DAILY PAPERS 
COMBINED. 


Newsurcu, N. Y., June 18, 1903. 

Seventeen hundred copies of an unsensational 
daily, in a town of 25,000 people, is a circulation 
to be proud of, and Platt & Platt should brace 
up and let it be known that they actually do 
p nanng so many. It will be a surprise to out-of- 

wh advertisers.—PRINTERS’ INK, June /7, 1903. 

And what, pray, will be the effect on 
‘out-of-town advertisers’ who learn of 
an unsensational daily” in a “town of 
25,000 people” with a sworn circulation 
of 4,400 daily? 

The Newburgh Daily News is the 
u. d., Newburgh is the town and_ the 
publishers are readyat any and alltimes 
‘to deliver the goods.” Doubting 
Thomases will please step forward. 


Rowell’s Newspaper Directory 
rating appears to sustain the ex- 
traordinary claim of the Newburgh 
Daily News. 


——_—~+oo—— 
DEPARTMENT STORE AD ILLUS- 
TRATED. 





REDUCED 


TO ALMOST NOTHING, 
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The American Newspaper 


Directory for 1903 shows 


THE 


Pirtssure Press 


to have a larger circulation 
than any other newspaper 


published ia Pittsburg. 


C. J. BILLSON, 
Manager of Foreign Advertising, 
NEW YORK AND CHICAGO. 
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THE UNWISDOM OF SOLOMON. 





Mr. Solomon Stiggles, he kept a small 
store 

In a town by the 
tather before 

And his -~+eaaeanead also had kept one 
of yo 

And the :™= lettered o’er 

fashioned shop door 

Read Solomon Stiggles, just that and no 


shore, where his 


the old- 


more. Ws 

Mr. Solomon Stiggles sold sugar and 
hats, ; 

And collars for cats and bedsprings and 
slats. 

And salt, shoes and scissors and bon- 


nets and bats, 

And pickles and spats and biscuits and 
mats, 

And calico dresses and poison for rats. 

Each morning he came, with a dignified 
gait 

And a manner sedate, 
at eight, 

Neither one minute early nor one minute 


to his shop just 


ate 
And though callers might prate he com- 
pelled them to wait f 
The pleasure of Solomon Stiggles the 
one he made 


great. 
It was Solomon’s boast, 


every day, 

That he never would stray from his an- 
cestors’ way, 

But would carry on business just as did 
they; 

And advertisements gay and show-win- 
dow display 

Were “Undignified—very!” so Stiggles 
would say. 

He sat in his shop all the day like a 
bump 


On a <4 or a stump, and his wallet 
grew plump, 

For, a no competition, the folk in a 

Though Yaey dubbed him a “chump,” 
came to buy on the jump 

Of “the only tin can,” so to speak, ‘“‘on 
the dump.’ 

But alas for grim Fate, that our peace 
overthrows! 

And though man may propose, 
gods that dispose. 

To the town where sat Stiggles in pros- 
perous doze, 

Came a chap with a nose and a loud 

_ suit of clothes; 
His last rame was Cohen; his first name 


’tis the 


was Mose. 

And then on a lot that for years had 
been bare, 

In plain sight, I declare, of the Stiggles 
arm-chair, 

Rose a tart little, smart little building 


in air, 

Dressed in signs debonnair, round, 
long and square, 

That avowed that MOSE COHEN did 
business there. 

And Mr. Mose Cohen he cared not for 
pride, 

But just pushed it aside and let prece- 
dent slide, 

While he went oo trade with a seven- 
jeague stride 

And the “booms” that he tried, though 
most undignified, 

Were meant to ne 
and they “buyed 

So = Mose Cohen sold sugar and 

ats 


ob- 


,people to buy— 
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And astage for cats, and bedsprings 
and slats, 

And salt, shoes and scissors, and bop- 
nets and bats, 

And pickles and spats, and biscuits and 


mats, 

While Solomon’s patrons were June. 
bugs and gnats. 

And he of the stately, conservative 


mind, 

With the methods refined of his grand- 
father’s kind, 

Was disgusted at first, and then blus. 
tered and whined; 

And, as trade fell behind and the prof- 
its declined, 

He grumbled and grunted and growled 
—and assigned. 

And now when you visit that town by 
the shore, 

If you pause by the door that the sign- 
boards galore 

Inform us_ give 
Great Store,” 

And a man of three score is seen scrub- 
bing the floor, 

That man is S. Stiggles—his salary’s 
“four.” 

—Joe Lincoln, Ac- 
counts and Finance. 


entrance to ‘‘Cohen’s 


in Commerce, 





Your advertisements, like good marks- 
men, must shoot straight at the mark; 
the only mark in some advertising is 
the man who buys the space.—White’s 
Sayings. 

ee 

lr you tried to run the engine and 
manage your office at the same time, 
there would be no engine, no office, no 
business, and no “you” all of a sudden 
some fine wr? It’s cheaper to hire 
an engineer. f you were to try to run 
vour office, manage your business, look 
after your buyers and salesmen, market 
your products, and expect to master 
the art of dvertising all at the same 
time, you would go bankrupt or mad— 
one of the two. 


— — +. —_———_——_ 
ANOTHER ae OF SUBSTITU- 





r = past 
“BUT THIS IS ARTIFICIAL ICE,” 
BUT IT’s JUST AS GOOD AS THE OTHER.” 


“YES’M 








rings 
bon- 
} and 
June. 
ative 
and- 
lus. 
rof- 


vled 
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PAPERS FOR WOMEN AND CHIL- 
DREN—THE HOME. 











The American Newspaper Directory catalogues 64 periodicals desig- 
nated as Juvenile, devoted to the amusement and instruction of young people. 
Of these, 37 are issued monthly, 4 semi-monthly and 23 weekly. 

Under the heading or classification of “The Household” the Directory 
enumerates 9§ periodicals, of which 80 are issued monthly, 1 semi-monthly, 
1 bi-monthly, 1 quarterly and 12 weekly. 

Among the 159 publications included under the headings Juvenile, Chil- 
dren and Young People and Household are more than 20 credited with 
issuing more than 100,000 copies regularly. Under no other of the Directory 
classifications is found so large a proportion of newspapers of very great cir- 
culation, nor do the papers of any other class obtain so high an average issue. 
These are peculiarly the papers of the home. They have the attention of 
the intelligent mothers, the maidens and the youth who will influence or 
compose the coming generation of Americans. 

At the extreme right of the name of each paper is set down the circula- 
tion rating accorded by the Directory. Where the rating is expressed in 
Arabic figures it is based upon a statement signed by the publisher or some 
one duly authorized to represent him. Where expressed by letter it indicates 
that no satisfactory statement of the actual issues was obtained by the Direct- 
ory editor upon which a rating in plain figures could be based. The circula- 
tion figures and ratings do not represent the actual issue of the paper to-day, 
or this month, but the average for a full year that had wholly passed before 
the Directory went to press. The meanings of the letter ratings are ex- 
plained by the key given at the end of the catalogue. 


JUVENILE—CHILDREN AND YOUNG PEOPLE, 


CALIFORNIA.........+ San Francisco, Our Youth..............ssssseeeeeesees Weekly sx.” 
Santa Rosa, American Youth..............06 seseeeees Monthly ‘“JkL.’ 

ILLINOIS.........-+-+++ Chicago, Little Chronicle.............2.seeeeeseseseees Weekly 15,225 
Chicago, Our Youth’s Friend..............ss-scseceees Weekly. 
ey i rncetenssiccsasecesncernssoceces Monthly a 
Chicago, Svobodna Skola.............cescecceeeesevees Monthly H 
Chicago, Young People’s Magazine,...............+.- Monthly 14,187 
ee I tredacecesctpesecccsensoscqrvessoits Weekly. 
Elgin, Girls’ Companion. ...........-scesecccesesseeeee Weekly. 
Fe ccnimsctcnnnsiencesosinsedesetqiessovens Weekly I 
Elgin, Young People’s Weekly................c.ssc0ee 205,211 
I I 009.5606 00c00cc00cns0007esess 00s 99,166 
Rock Island, Ungdoms Veennen......................- Monthly 5,675 

INDIANA..........-.--Elkhart, Young People’s Paper..................sss0- Monthly I 
Greenfield, Home and Schoo! Visitor................. Monthly. 
Indianapolis, Junior Builders.......................65 Monthly. 
Sroteneth, Wage PUMA se. cicns0vess cc cvccevecesccess Monthly “du.’ 


DR, Te DUR cen vedeeddovcsscseestinccocss 
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JUVENILE—CHILDREN AND YOUNG PEOPLE-—Continued. 











































Meeivedsesedviebaes pe, dcesindsbockéccccconqetéondonsedes Weekly Gq 
MASSACHUSETTS....Boston, Youth’s Companion.................s0...-0+++ Weekly A 
Boston, Junior Christian Endeavor World..... .--Monthly. 
Bewdete, TOUR BOOB. occ cece cccccscccscoces ...Monthly re] 
DOT TIVGE, BMAMIRG, 2c ccccctesccccccccccces ..-Monthly 34,500 
Salem, Little Folks............... psinies weaetnal Monthly 75,250 
MICHIGAN........ +++ Battlecreek, Youth's Instructor........... ... Weekly. 
SI cin, ccnnnckepeseiessabeosecss ... Sunday ““7KL." 
Detroit, American Boy.................2s0++ Moffthiy F 
West Bay City, Young People’s Friend....... ---Monthly “ix.” 
MINNESOTA........... Minneapolis, Baneret,...........eecceesesseseeee -.+. Weekly G 
SIGNED, Ms sconnpesyeteccscessoscnccccescosses Monthly H 
Minneapolis, Young People’s Companion............ Monthly. 
MISSOURI..............St. Louis, Our Young Folks. ..........0...sceeceeeseees Weekly © 
&t. Louis, Deutsch Amerikanischer Jugend Freund. .Monthly. 
NEW JERSEY..........Pleasantville, Young America.....................+++ Monthly H 
NEW YORE....... coco AlDamy, Mem Of TO-MOPFOW.... ..cccsccccccecsecescees Monthly. 
Freeville, Junior Republic Citizen.................... Weekly H 
New York City—Manhattan and Bronz, 
GRRATERRBD. «occ cccscvcesepecccsscecccccccccccvcncscecs Weekly G 
EER er A eee ae . Weekly. 
Cassell’s Little Folks..............0.0ceeeeees -Monthly “ix..” 
Leader....... eebeees i eledecns -Monthly I 
I  iindintcccundndbacesuviesccesccesveess -Monthly B 
Seicsndietescses-esnedl Cincinnati, Our Boys and Girls ............... -Monthly “1.” 
Dayton, Young Catholic Messenger.......... Semi-m'ly 24,416 
PENNSYLVANIA...... Allentown, Der Jugend-Freund............... -Monthly. 
Greenville, Young Lutheran... .. Monthly 21,716 
Milton, Rural Young People.... ...-Monthly 1,675 
New Columbus, Our Children.. -Monthly “i. ’ 
New Tripoli, Youth's Blade..... -Monthly “1K.” 
Cc savb ccteccveccceccsccnesessenes Weekly 195,863 
Philadelphia, Golden Days....................ceecee0+ Weekly E 
Philadelphia, Young Folks’ Catholic Weekly....... 16,731 
Philadelphia, Young People....................-.00006 Weekly 92,729 
Philadelphia, Scattered Seeds.....................0005 Monthly I 
Philadelphia, Youth............. .-Monthly H 
SOUTH CAROLINA...Chapin, Child’s Monthly......... oie 
.-Devine, Children’s Clarion ....... . Semi-m'ly “11.” 
FO Pc scvesccccssccsesccsévcsceed Semi-m'ly I 
SE eocvecees Salt Lake City, Juvenile Instructor............ .. Semi-m’ly 9,054 
Salt Lake City, Character Builder ...Monthly H 
WISCONSIN...........- Milwaakee, Our Young People................ ...Monthly F 
Wittenberg, Christian Youth.................seeeeeees Monthly I 
HOUSEHOLD. 
ALABAMA..........+6 Mobile, Floral and Family Magazine. ..-Monthly “cx.’ 
CALIFORNIA.......... Los Angeles, Western Empire.................. .. Monthly F 
San Francisco, Pacific Coast Home Monthly ........ G 
DIST. OF COLUMBIA. Washington, Home Magazine.......................055 Monthly 153,694 
GEORGIA ...........006 Ashwood, Southern Field and Fireside -..-Monthly 1,605 
Athens, Woman’s Work.................e00++ -Monthly a 
SI as oc cctencesevqaceecgcsaccsonsseoce -Monthly “zxL.’ 
Mitchell, Southern Home Journal............. ...Monthly “ue.” 
EE chases pévevrds Bloomington, Home Circle.................. ....Monthly F 
Chicago, Conkey’s Home Journal.................... Monthly 200,000 
Chicago, Farmers’ Home Journal .................... Monthly ‘ux.’ 
Chicago, Home Art...............6.+ ....Monthly I 
Chicago, Home Craft Monthly “z..” 
Geahenge, Home DelenGer.....cesccccccccccccscccccccce Monthly 5,409 
GS, CI incsc vcccccccsteccesevessce -Monthly 116,833 
IE RD cccccncesedsvessiccesesss -Monthly I 
Chicago, House Beautiful................++.+ ...Monthly E 
Chicago, Household Guest................... ...-Monthly A 
Chicago, Household Realm.................. .Monthly F 
Chicago, What To Eat. ............scsescccses -Monthly G 
Chicago, Woman's World...................++. ...Monthly A 
Springfield, Farm Home.................cccceceesceeee Monthly Cc 
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- 
HOUSEHOLD —Continued. 
INDIANA.......- ......Indianapolis, American Tribune........ ............+ Weekly F 
Montpelier, Hoosier on “ORL.” 
Spencer, Agricultural Epitomist ...................... Monthly A 
DEA sccchadteadpaionwad Cedar Rapids, Kvinden Og Hjemmet................. Monthly 71,500 
Des Moines, People’s Popular Monthly... andi B 
KANSAS ...............Emporia, Farmers’ Journal................s0.s0sss0.0- Monthly “zx.” 
oosnees Monthly ‘tKL." 
KENTUCKY............Louisville, Home and Farm.............02. ssesseeces Semi-m’ly 104,289 
ooews Monthly G 
; ..-Monthly “7KL." 
TAINED... .ccvcccesocoves -.-Monthly 818,753 
.--Monthly 1,274,766 
Sddeneeeceponeseccoosevesconnseoes Monthly A 
Augusta, Vickery & Hill List........ccc000 sesceveores Monthly 1,486,519 
East Sumner, Prosperity .--Quarterly G 
Waterville, American Home.................es.eeeees Monthly H 
MASSACHUSETTS ....Baldwinville, Home and Health....................++ Monthly “ix.." 
DOTNO, BRE Eccceseccecveccesscece I 
Boston, Ladies’ Home Magazine. H 
Boston, Youth’s Companion............... A 
Boston, American Kitchen Magazinc..... F 
Boston, Cooking School Magazine. .... 16,290 
Boston, Cushman’s Couple................cccceseseees 750,000 
Boston, Hx hold Comp a 
Boston, Modern Priscilla. aes 73,580 
Bee Oets TORII WON ono cc ecivvcccccccccvnccccscccecs “7KL."" 
Springfield, Good Housekeeping...................... 108,666 
MICHIGAN...........++ Ann Arbor, Home Visitor.............. I 
Battlecreek, American Mother 18,000 
Homer, Farm and Home and Poultry Journal...... Monthly “2x1.” 
PUSHER, BOGGIGEB, .ccccccccccscccocccccccccvccscocccose Monthly. 
MINNESOTA..........+- Minneapolis, Family Circle... Conccaenesssoesses Monthly Cc 
SER, TO IIIO ooo c ccscccctcscvcccocccccwes Monthly 209,613 
a I sa risccccsecacesécosececsoscesest Weekly “IKL."* 
i a Se BI sainccedenccccccccceccsococecs Monthly 11,042 
8t. Louis, Woman's Farm Journal.................... Monthly 304,167 
° St. Louis, Woman’s Home Monthly................... “IKL.’ 
St. Louis, Woman’s Magazine....................0..00 Monthly 908,338 
NEBRASKA............ Omaha, Farmers’ Magazine................ssessceessee Monthly 10,000 
NEW JERSEY......... Camden, New Jersey Gazette. ...........00..cceeeseees Weekly I 
NEW YOREKE............ New York—Manhattan and Bronz, 
Great Round World .............ccccsccsccccccseees Weekly F 
Food and Drink................ Monthly 
Gentlewoman............cesccccecsecscvccccsecccsees Monthly 400,000 
TR III. . oiccccdecessevese. Monthly F 
Home Monthly.................+ 400,000 
IN os =i ctaidelonsstewssensememcbeesiieiial Monthly E 
Mousehold.......... wiesaneonineieesdaeanann Monthly 120,000 
Housewife.......... inne Monthly A 
EMEP Teel DOGG. oc ccccsvcccvesccccvccccsscsese Monthly G 
RR THER, « o cttncessctgessore -»-Monthly 488,667 
Metropolitan and Rural Home Monthly 500,00 
WOTGREG 0.00 cccccevdpcccescececcecsovcccccccsvececcoce Monthly “ia.” 
New York—Brooklyn, 
Advertiser and Household......................+. Weekly “sx1.” 
Rochester, Vick’s Family Magazine ................. Monthly 50,00 
En Canton, Saturday Roller............... ---Weekly “KL.” 
Cincinnati, Art and Household Monthly “ux..’ 
Cincinnati, Cincinnatian..... ...-Montnly Ga 
Cincinnati, Home Courier ..Monthly A 
Norwalk, Farm and Home Enterprise Weekly 2,341 
Springfield, Woman’s Home Companion............. Monthly 363,666 
CHIGOR. a. -coccceescce Mt. Angel, Mt. Angel Magazine................00....++ Monthly 5,412 
PENNSYLVANIA.....Northeast, Foye’s Queem...............cecescesseeseees Monthly $+ 
Philadelphia, Saturday Evening Post ................ Weekly 835,150 
Philadelphia, Home Visitor........:... ......0..ese0+ Monthly E 
Philadelphia, House and Home................... ....Monthly D 


Philadelphia, Ladies’ Home Journal.................. 
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HOUSEHOLD—Continued. 
PENNSYLVANIA...... WMliamsport, Home Guide...........cce.ceccseeececes Monthly 5 
TEXAG.. ....ccccccccccves Fort Worth, Woman’s World................-ceeeeeee Monthly = “xx. 
VIRGINIA..... Svessvces Roanoke, Advocate and Martin’s Magazine.......... Weekly “aKL.” 


Smithfield, American Mail Order Journal............ 





Exceeding forty thousand, 


Exceeding four thousand, 


Exceeding one thousand, 
Less than one thousand, 





Exceeding twenty thousand, 

Exceeding seventeen thousand Sve hundred, 
Exceeding twelve thousand five 
Exceeding seven thousand five hundred, - 


KEY—TO LETTER RATINGS. 


Exceeding seventy-five thousand, 


Exceeding twenty-two hundred and fifty, 


J 
The average issue of the paper having the a K Lrating is 
supposed to be less than one thouse nd copies, which is 
the advertiser’s unit of value. 


- - 


hundred, 


ek kt A—lel- to 








It is explained on the outside first cover of the Directory, in gold letters 


surrounded with a gold border, that 








LETTER RATINGS ARE GIVEN ONLY TO PA- 
PERS THAT WILL NOT OR DO NOT FURNISH 
INFORMATION UPON WHICH AN EXACT AND 
DEFINITE RATING MAY BE BASED. 








When no circulation rating is given either by letter or figures it is because 
the publication is new and its circulation not yet upon an established basis. 








Toronto 
Evening 


Telegram 


Daily Circulation, 


31,428 
34,000 


on Saturday evening. 


No other Toronto paper cir- 
culates half so many in the 
city. 


PERRY LUKENS, Jr., 
New York Representative, 
29 Tribune Building. 














Milwaukee 


JOURNAL 


CIRCULATION 
May,, 1903, 33,244 
Gain over May, 02, 4,039 


ADVERTISING 
May, 1903, gain over May, 


1902, 203 cols. 


The only evening daily in Milwau- 
kee that never refused to allow its 
circulation records to be investi- 
gated. 


Small ads in JourRNAL are hustlers. 
Cost 1 cent a word, 


2 Lines, 2 Times, 2 Bits. 


8. B.SMITH, C.D. BERTOLET, 
30 Tribune Bldg., 705-7 Boyce Bldg., 
New York. Chicago, Il. 























NEGATIVE DESCRIPTION. 


“Tell what your article is, and 
what it will do” is the formula 
commonly laid down by those who 
advise the budding adwriter. It 
isa very good formula. The only 
dificulty lies in “the application 
on't.” Telling what the article 
will do is one method of descrip- 
tion, and the one most often used. 

But have you ever described your 

article by telling what it is not, and 

what it will not do? There is so 
much positive description—so 
much advertising of things from 
their favorable side—that advertis- 
ing written from this standpoint is 

a little wearisome at times. Posi- 
tive description too, may be en- 
tirely truthful, yet a little over- 
emphasis will make it appear like 
a sensational claim, put forth for 
the sound. Negative description, 
on the other hand, is just the sort 
of description that the average 
reader will demand when a per- 
sonal demonstration is being made. 
The wisest customer, and the one 
who is most worth winning, is 
pretty sure to say, “Well, now that 
you've told me what it will do, tell 
me what it won’t do.” From 
that point there is a note of the 
man-to-man honesty in the tran- 
saction that will be convincing if 
put into advertising matter. The 
negative method of description is 
utilized to good purpose in a recent 
booklet from the H. H. Franklin 
Mfg. Co., Syracuse, N. Y. his 
booklet describes the Franklin 
Motor Car, and naturally runs into 
mechanics and technicalities after 
the first page or two. Something 
was needed in the way of intro- 
duction to interest the readers in 
this technicality and the man who 
wrote the booklet had recourse to 
negative description. His first 
paragraph is positive: 

We'll tell you first, in the fewest pos- 
sible words, just what the Franklin is 
and does. Then, if that is the kind of 
car you want, you can read on. It is 
a rather light gasoline car (1100 
younts), with a speed up to 30 miles an 
our, and with great power of hill-climb- 
ing and traveling on difficult roads. It 
also runs with extreme smoothness and 
lack of noise, and is, perhaps, the most 
easily controlled and most flexible of all 
motor-cars. It seats two persons, and 
the price is $1,300. - 

Then, instead of launching into 
a panegyric, he says. 

The Franklin is neither the swiftest, 
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simplest, lightest nor cheapest of auto- 
mobiles, 

Most automobiles claim to be 
one of these things, or two of them, 
or all. Such a statement, there- 
fore, is unusual. It not only piques 
interest, but wins the,reader’s con- 
fidence in subsequent statements 
through its very frankness. Then 
comes the first of the technicali- 
ties, which is introduced with 
another bit of negation: 

In one point, however, the Franklin 
has upset all past experience—the cool- 
ing of its four cylinders by air. We 
shall give some space to this point, for 
it is of the utmost importance, and the 
fact that other makers famous in 
America and Europe have tried it and 
failed is naturally somewhat against it. 


After this deftly handled “lead” 
the following ten pages dealing 
with transmission gear, carbu- 
reters, mufflers, ignition and so 
forth are pleasant reading. Nega- 
tive description did it. Negative 
description is merely giving the 
reader facts that most advertising 
writers withhold in order to make 
out a wholly positive case for their 
proposition. It would be im- 
possible, of course, to describe a 
commodity entirely by means of 
the negative view, but wise 
management of two or three points 
in the fashion of this booklet gives 
a dash of spice and honesty to the 
rest of the exposition simply 
because negative description is 
rare in adwriting and attracts at- 
tention through its novelty. 

——— $+ 
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2 Twenty-eighth 
Week 





In response to the weekly ad 
contest, now in its twenty-eighth 
week, seventy-eight advertise- 
ments were received in time for 
report in this issue. The one re- 
produced on the opposite page 
was deemed best of all submitted. 
It was sent in by H. J. Curry, 140 
Dearborn Street, Chicago, and it 
originally appeared in PRINTERS’ 
InK of June 10, 1903. A coupon, 
as provided in the conditions 
which govern this contest, was 
mailed to Mr. Curry. 

The advertisement reproduced 
on this page was also submitted 
during the week just accounted 
for. A pupil of Printers’ INK 
characterizes this ad as one of the 
most attractive and readable an- 
nouncements which had come to 
his notice in a long time. It orig- 
inally appeared in the New York 
American and Journal for June 
21, 1903. Probably some readers 
of the LiTTLE SCHOOLMASTER may 
think that this advertisement 
should have been awarded the 
prize coupon of the twenty-eighth 
week. 
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Learn to Make 
Money Making 
Retail Ads 






There’s no magic about it. 
The stage “magician” easily extracts a 
bushel of flowers from a rolled sheet of 
paper, not because he possesses occult 
power, but just because he has been trained 
to do the trick by some one that knew how. 

The expert ad writer easily produces a 
storeful of business from the newspaper, 
not because he was born under a lucky star, 
but because he has been trained to write 
good ads by some one that knew how. 


We Know How to Write Good Ads 

The I. C. S. is a conspicuous advertising 
success. It has used practically every legi- 
timate form or plan of local, general, and 
mail-order advertising, and in eleven years 
has enrolled over half a million students. 


We Know How to Teach By Mail 


Our success has been due, first, to good 
advertising; second, to 'good textbooks and 
methods, and third, to satisfied students. 
Any one familiar with the rise of the I. C. S. 
must acknowledge that we are better qualified 
to teach ad writing by mail than any other 
school or individual on earth. 


To Learn to Write Good Ads, Write to Us 


Our Course was written, and your instruc- 
tion will be conducted by our advertising 
manager and the men in the advertising 
department. Write for our advertising book- 
let, sent free if you mention this magazine. 
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ALABAMA. 
Birmingham, Birmingham News. Daily av- 
erage fore 1902, 18.488 % (3%); first four months 
1903, 15,998 ; April, 1903, 17,173 ; guaranteed. 

Birmingham, Ledger. daily. Average for 
1902, 18,980 (34). E. Katz, Special Agent, N. Y. 
om mery, Sbvertnee. _Advertion Co. Av- 

reulation for 1902, gu: ‘eed, daily 10,- 
8 90 (© (OO), weekly 12,841 8 ay 14,625 (40). 

ARIZONA. 

ym Republican. Daily average for 1902, 
&,820 (47). Logan & Cole Special Agency, N. A 

CALIFORNIA. 
Fresno, Morning Republican, daily. Averag 
= i902, 4,644 (67). E. Katz, Special Agent, NY .. 
Oakland, Tribune, daily. Average for 1902, 


— a 7 Katz, Special :, Special Agent, New York. 
sco, Argonaut, weekl Ave 
torisea. Frees a). Ez. —e Agent, N. 





San Francisco, | R. A. Crothers. an. 
for 1902, daily 49,159, 59, Sunday 47,802 (80). 
San Franeiseo, Call, d’y ar d’y and 8’y. J. D. Spreck- 
els. Av. for 192, d’y 60,885, 8’y 71,684 (80). 


COLORADO. 
Denver, Post, daily. Post Printing and Pub- 
lishing Co. Average for 1902, 82,171 (97). 


CONNECTICUT. 
Hartford, Times, daily. W.O.Burr. Average 
for 1902, 16,172 (111). — 
New Haven, Palladium, daily. 
1902, 5,500 (114). E. Katz, Catz, Special Agen 
New Haven, Union. Av. ! Av. for 1902, d’y 15, : 
8’y 8,825 (114). EZ. Katz, Katz, Special Agent, N. 
New London, Day, evg. Av. 1902, ai cm. 
First four months 1903, 5,472. April, ’03 


Borwteh, Saiiottn, weekly. Bulletin > -» pub- 

lishers. Average for 1902, 4,659 (115). 
DISTRICT OF COLUMBIA. 
Washington Iv. Star, dail Ev. Star News- 

paper Co. Average for 1902, for 1002, 88, 748 (© ©) (122). 


National Tribune, weekly. McElroy & Shoppell. 
. Average for 1902, 104,599 (123). 


cribs af Sor 


FLORIDA. 
acksonville, Metropolis, dail Average lal 
mA 7,018 (1%). E. Katz, . Katz, Speci “Agent, 


Pensacola, Journal, daily daily, every eats ex- 
cept Monday. Average for 1902, 2,441 (131). 


ILLINOIS. 


COairo, Citizen, weekly. CitizenCo. Year end- 
ing Dec., 1902, no issue less tl less than 1,000 (161). 


Chieago, Baker’ °” Helper, r, monthly. 
Clissold. Average for 1908, 4 for 1902, 4,050 worn. © 

Chicago, Breeders’ Gasman, has k farm,week- 
ly. Sanders Pub. Co. ——y = = 60,052 
(167). Average first 15 Basnwy ~ 1903, 66,416, 

Chi. , Grain Dealers Journal, s. 





Dealers Journal, Ay. for 1902, 4,416 ( (@@) (175). 


Chicago, Irrigation Age, monthly, D. H. An- 
derson. Average for 1902, 14,166, (181 : 


Chicago, Live Stock Report, week Joh 
clay, Jr. Average for -~ oenee ty, For 
pon three months hs of 1908, 1908, 17,460, 
hicago, New Thought, m ir ‘monthly, ie. a year, 
Eile Wheeler Wilcox, verage year to 3 
ing January, 1903, 2b.880 cis Since January, 
1903, New Thought ee over 100,000 monthly. 


Chicago, Record for 1 
oe? 158,424, Sunday 171,§ iti, 816 vit — 
Ohtoage, t Tribune, daily. ' daily. Tribune Co. In 1902, 


yA (OO) ( 
INDIANA. 

Evansville, Journal-News. Av. for 1902, d 
11,910, S’y 11,608 (244). E. Katz, Sp. Agt., N. 

Goshen, Cooking o-, meaty. Average ne 
1902, 25, my A 7). A persisten ium, as 
housewives ki eep every issue fo sehr daily reference. 

Munele, Star, d’y and S’y.__ S’y. Star Pub. Co. Year 
ending Feb. 1903, d’y 21 oie S’y 16, 585. (260). 

Prineeton, Clarion-News, daily. inf tarsen Pub- 
lishing Co. Average for 1902, 1,820 (264). 


IOWA. 
Burlington, Hawk-Eye, daily. J. L. Waite. 
ae or 1902, 6,818 S18 (28). 
« Moines, Cosmopolitan Osteopath, ~~ 
oe Still College. Avera for 1902, 9,666 (204 


Des Moines, News, daily. Des Moines ies 


Co. Average for 1902, ri gs 


Sheldon, Sun, d’y and w’ly. Carso 
Average for 1902, d’y 486, w’ly 2,bat (923). 
Shenandoah, Sentinel, 


tri-weekly. Sentinel 


Publishing Co. Average tor 1902, 8,681 (323). 
Sioux City, Journal. daily. Perkins bros. 
dit Average for 1908, 16 ag & 324). Foden 
ily guaran — 3 jirst a 
in tte woide field tn the Northwest. 2" oO" 
KANSAS. 
Atehison, Globe, daily. E. Howe. (334). 


Offers to prove 5,200 daily qieuielioe ‘or 1903, 
receipt any advertising bi bill. I - 


Hutchinson, News, d’y and w’y. W’y, during 
1902, no issue less than 1,920 an 7,920 (346). E. Katz, N. Y. 


Wiehita. le, d'y and w' 7ee Av. 1902, d’y 16,- 
781, w’y 6,6 rd be Beckwith, N.Y a Ok hicago. 


KENTUCKY. 
p aerernert, Breckenrid; ty a J. 
Babbage. Average for 1 for iooe, 2, Y 7 
Lexin » Leader. Av. for 1902, — ay 
wy 2,806, S'y 4,008 (913). E Kats,S-4°N ¥. 
LOUISIANA. 
New Orleans, Louisiana Planter and Sugar 
Mfr, wy. In /902 no issue less than 3,000 (387). 
MAINE. 
Au gusta, Kennebec Journal, d a 
Average a" 'Y, 1902,4,719, w’y ioeiegs hat 


Bangor, Commercial. d’y and wy. J 
Co. Average d’y for 1002 7,846, w’y e9,0i8 oo ‘sy 
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Lewiston, Evening Jou 

tion O6k0 (ON weekly 15,255 (@O) GD. 
Phillips, Maine Woods, we leah. J. W. Brack- 

ett. Average for 1902, 5,416 


Portland, Evening woe Average for soe, 
daily 11, 181, Sunday Telegram 7,6 666 (897) 


MARYLAND. 
mw x Farmers’ and Planters’ Guide, 
Geo. O. Gover. Av. for aa i 1902, 18,827 (403). 
oe News, E Bows Pub- 
lishing Co. seas al U ‘ab 388 (02 


MASSACHUSETTS. 
Boston, Sventog Lee yon Boston's 
tea table paper. Largest amor amoun ae -day adv. 
Boston, Globe. average for 
Daily, 196,575 & Sun etre 296 (412-413). 
yr hm oe 23 or _ aa afternoon 
in morn a 
editions for one le: ~~ 
Post, dail Average for 1902, 174,1T8 (413 
Largest p -— aes ee _ 
East Northfield, Record of Christian 
mo. Av.for yr. en i'g March, “er PO.b4l < as) 
Lawrence, Telegram, dail daily. Pub- 
lishing Co. Average for 1902, %,204 (428). 
a Little ie juvenile. 8. E. 
Cassino.’ Average for 1902, 7 7,850 (434). 
Springfie Good d,Flousekee i > ae mo. p-~ 
for 192. 105,806, (st (436). For year gril, 
1903, 119,000, All advertisemen Ak, 
Woreester, Evening Post, Post, ro pe ee 
Post Co. Average for 1902, 10,556 (439 


MICHIGAN. 
Adrian, Tel: , daily. D. W.Grandon. Av. 
for 1902, 1,270 ( ). _Av. first rst 4 mths. in 1903, 3,550. 
Detroit, Times, daily. laily. Detroit Times Co. Av- 
erage for 1902, 27,857 (450). (450). 
Grand Rapids, Herald, Eugene D. 
Conger. Average for 1902, sr 1002, 20,156 (456). 


1908 D 8a aw, Evening News, dail Average for 
848 (473). First five nentie 1903, 10,354. 


MINNESOTA. 
oe a Farmer’s Tribun eek. 
W. J. Murphy, pub. Av. for 1902, aria ¢ (ase). 

Minneapolis, J irnal, dail Journal Print- 
ing Co. For 1902, 54,028 (an 495). 

Minneapolia, N. W. Agriculturist, s.-mo. Feb., 
1903, 78.168 (498). 75,000 guar’d, 35c. agate line. 

Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, 4,200 (© ©) (497). 

Mppace lia, Svenska Amerikanska Posten, 
wee ‘ees . Turnblad, publisher. Average 
for F , 47, 075 (497). 

Minneapolia, Tribune, daily. J. Murphy, 
publisher. Average for 1902, 86,872 (490). 


Minneapolis, Tri J. Murphy, 
pbtiaer. seen er for 1902, 5 ar ee (496). 
t. Paul, News, daily. B.D. Butler. Average 
oF 1902, 80,619 . 


Winona, ublican and Herald, daily. Aver- 
age 1902, 8,2@2 (512). Av’ge past 6 months, 4,007. 
MISSOURI. 
ae ry Globe, dai Ave’ for 1902, 9,414 
(al. Kate, Special Agent Agent, New York.’ ” 


Kan aad Journal, d’y and w’y. 
for 1902, daily 36,876, week wi 161, 10d wu 


Kansas Cit, ekly Implement Trade J’rn’!. 
Av. Aug., 5008, 1 187 (043). 2 Av, 5 mos. 1903, 9,895. 


Joseph, Medica) Herald, month'y. 
Herald Co. Average for 1902, "2,475 mn 
&t. J ecogh. 300 8. 7th St,. Western Fruit Grow- 
er, =v. am. for a hy eek (557). Rate sée. 
per li 000 copies guaran: 





St. Epa poe mar mo. J.J. La 
A.M.,M.D. . and pub. Av. fo for 1902, 88,058 ¢ (63). 





St. Low tan The Woman’s M . monthly. 
Women and home. pewee a lo. _Froveseres. aver- 
age for 1902, 908, 
for rst & months in oe, i. Be 

OVER” one million cop Fm kf ERY 
issue cir of one pal 

MONTANA. 


pant: Inter-Mountain, daily. Inter-Mountain 
Publishing Co. Average for 1902, 10,101 (573). 
NEBRASKA. 

Lincoln, Deutsch-Amerikan Farmer, weekly 
(590). Average for year end, gram 30, "63, 14h 55h. 

Lincoln, Freie Presse, weekly (690). Average 
Sor year ending April 30, "03, 30, "03, 14h 55h. y 

Omaha, News, daily. Dail zows Publishing 
Co. Average for 1902, ee tt? Gon 


NEW HAMPSHIRE. 
Manchester, News, daily. Herb. N. Davison. 
Average for 1 7,500 ( 
Leith & rt, N. Y” Rep., 150 Nassau St. 
NEW JERSEY. 


El Times, weekly. 8. P. Foster. Average 
for 1902, 2, O85, (616 16). ™ 


Jersey City, Evening Journal, 
Journal Assoc’n. Av verage fol for 1962, BLATT YOOS 


New Market, Advertisers’ Guide Stanley 
Da: 3.041 


y, publisher. Average for 1902, 1 (623). 
NEW — 
Albany, Journal, evening. Journal Co. Ay- 


erage | * 16, 109 (6S); present, 18,397, 

Albany, Times-Union, ever ev re Establ. 
1856. Average for 1 1902, 25,2 25.254 (635 

B amnten, Evening Her rald, daily. Evening 
Heral Average for 1902 tor 1902, 1OLSoL (638). 

Sasa Courier, . morning ; Enquirer, even- 
ing. W. i. Conners. Average for: 1902, morn- 
ing 48,818, evening 80,401 (641). 

Elmira, Ev’g Star. Av. for 1902, 8,255 (651). 
Guaran eee vit or personal in nvestigation 
Leith wart, N. ¥. art, N. ¥. Rep., 150 Nassau St, 
ithaca, te fait; i — Publishing Co. 


Average for ey 
uart, N. ~ ‘Rep., 150 Nassau St. 
Newburgh, News, ay. Av. for 1902, 4,257 (666). 
Guaranteed by affidavit or personal investigation. 
New wget hoe ae 
American Machinist. 
(Also European ed.) et 1 TRe81 GO) or er. 
Amerikanische Schweizer Zeitung, w 
Pub. Co.,62 Trinity pL. Av. for 1902, 15,64 oD. 
Automobile Magazine, mont Automobile 
Press. Average for 1902, r 1902, 8,750 ( 36). 
Caterer, monthly. Catere Caterer Pub. Co. (Hotels, 
— and Rest.). Average for year 
ending with ugust, 1902, 5, 1902, 5,888 pn 
Cheerful Moments, month! montane nor W. Willis 
Publishing Co. ——= for 1902, 208,888 (687). 
Cli . weekly. k Queen Pub. Co., Ltd. 
Avetape for 1908 26,844 G0) em. 
Electrical Review, week’ Electrical Revi 
Pub, Co. Average for toon. for 1902, 6,212 ©@o) Ca. 


ri d_ Mining weekly. 
wat, Hoes. Average 1902, 10,009, (@@3 (10. 





Kansas City, World, dail aay, Ay og Pubtich- 
ing Co. Average for 1902, 62,978 (642). 


Forward Forward Association. Aver- 
age for for 1908, 8 $1408 (oor) 
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Police Chronicle, weekly. Police Chronicle 
Pub. Co. Average for for 1902, 8,650 (679). 


Printers’ -~ weekly. A i A oe! fcr advertis- 
ers, = per Geo. P Rowell & Co. 
1888. Average ‘or | i902, 902, 18,987 (679). 


an Iron Age we weekly, est established = ( P® 


than a generation 
ing publication tn th in the hardware, iron, At... 
and metal trades. 


Lis pony dl Ink yy a fen pay eileen Sugar 
Bowl to the Iron — Y 


awarded Ni 
Printers’ Ink, Ue Little 
» “ Schoolmaster in the Art of 
* Advertising, to The Iron Age, 


ng 
a iod *, 4 ten months, hav- 
sed the on per 
” Oeited States Of America that, taken all in all 
“renders its ramen egy de the. best service and best 
serves its purpose as 
“fon w witha specified class.” class.” 
The New York Times, dail; cally. Adoiph 8. Ochs, 
yea 1902 A (OO) 


Roe r, Case and — mo. Law. an 
for ‘oon 30,000 pa se average, 30,136. 

Seheneetad a F daily. A. N. Sheste. 
Average for 1 9,007 ¢ 18) Average for three 
months ending April, 1903, 40, 10,556, 

Utiea, National “Blectrical Contractor, mo. 
Average for 1902, 2,292 (723). 

Utiea, Press, daily. Otto A. Meyer, publisher. 
Average for 182, 18,618 (733). 

Warsaw, Western New Yorker, weekly. Levi 
A. Cass, publisher. Average f for 1902, 8,4 8 (74). 


Whitehall, Chronicle, weekly. Inglee & Tefft. 
Average for 1902, 4,182 (726). 


NORTH DAKOTA. | 
Grand Forks, Normanden, weekly. 
den Pub. Co. Average for 19%2, 4,8 9 ro 
OHIO. 
Ashtabula, Amerikan Sanomat, w’y. Aug.Ed- 
“as. Average for 1902, 8,5 B5O8 Cie). — 





Cincinnati, Ps ey oy 7 Magazine, mo. 
Phonog. Institute Co. Av. for 1902, 10,107 (764). 
Cincinnati, Trade Review, m’y. painente & 
Highlands. Av. for 1902, 2,584 (765) 
Dayton, News, dail; pe Publishing Co. 
Aversge for 1902, 16,520 
OKLAHOMA. 
Guthrie, Oklahoma State Ca) 
Average for 1902, dy. 18 B06. 5 = ae Foe ais, (813). 
OREGON. 
een rtland, Washington Advocate,mo. Order 
v aahington, pubs. Avg. for 1902, 6,040 (826). 
PENNSYLVANIA. 
mes, daily. Average for 1902, 10,645 
oak. Kate, Spedial Agents New nm 
eleerne hia, Camera, Frank V. 
Chambers. . average for 1008, for 1008, 6, 6,7 (871). 


Philadelphia, The Eveni ng Bulletin, D. ex.3. 
Average for 1 any je tp (864). Copies 
daily net paid. aa months of 


903, sworn statement. fie saps per day. 
“In in Philadelphia N ‘Everybody Reads The 
ty yt Farm arm Journal, monthly. Wili- 
Jompan publishers. verage 
for. 1902, 528,127 S72). Printers’ Ink says: 
Farm Jow rma best ts the 
of the Uni £ and is the best 

medium for reaching rural pe ral people. 


Philadelphia, Public Led Led daily. Adolph 
8. Ochs, (@@) (865. 


4 





at Iphia, Reformed Churc'! 7 
yt ‘Arch st. Average for 1902, Dieta dion’ 


atin Times, daily. Wm. H. Seif, pres, 


Est. | Average for 1902, bO.bT1 (876). 


Weat Chester, Local News, daily. W. H. 
Hodgson. ‘Average for at ieee 890). 


York, Diepapeh, daily. tch Publishing 


Average for a sore ). Average for 
May, 1903, 8,372, 
Rg ay ISLAND. 


Pro ly Journal, 15,975 (@O) (896 
Ray aby 2 ont ). Y Jooning Bulle tin 37,531, - 
erage 1902,’ Providence Journal Co., publishers. 


SOUTH Saas. 
Columbia, State tate Co., publishers. 
rer 


Average for 1902, e.t4 ra ‘soi Dail 
the first five months ‘of 1903, 6,300 


TENNESSEE. 
Knoxville, Sentinel, daily. Average 1902, 
7, ZO (925). Average first four months 1903, 9,075. 


e.g - -) Commercial Ap A Angel. 4 a ail. Sunday 
7 


06, Sun- 
day y 84.016, we week iy FA.818 (O27 , 
ville, Banner, daily. ony. Av. for yeeros ending 


Nas! 
Feb., 08 16 929, 18,- 
A472. Oni; ht Nookerie ay eligi ‘gible to" oll Pa Hones r 
Nashville, Christian Advocate, w Side 
& Smith. Average for 1902, 14, S41 Gi0), 


TEXAS. 
Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average f for 1902, 1, 000 (944). 
woe Denton Co. Record and Chronicle, 
W.C. Edwards. Av. for 1902, 2,744 (945). 
Paso, Herald. dail: Average for 1902, 
su40 (946). E. Katz, fz, Special mo ge New York, 


Paris, Advocate, daily. _ daily. . N. Furey, pub. 
1902 no issue less than 1,150 on. : May, 1903, 4,257. 
VERMONT. 
pbepningten, Banner a kly. 
we. Avaege ze Nees 966 wm), 
VIRGINIA. 

Norfolk, M. Thompson, 
publisher. + ake a oem, Bt 5,098 (985). aie 
WASHINGTON. 

okane, Saturday tor, weekly. Frank 
tate Average for 1002, 5,886 (999). 


on te 1008, 18-869. Cb) Saturday. pan ba 


WEST VIRGINIA. 


Romney, Hampshire Review Ino. J. 
Cornwell. Average for 1902, for 1902, 1, bis a0) 6). 


Wheeling, News, d’y and wy. News Pub. Co. 
Average for 1902, d’y 8,026, S’y 8,805 (1011). 
WISCONSIN. 


Madison, Amerik et. Amerika Pub- 
lishing Co. Average for 1902, 9,496 (1026). 


Milwaukee Evening Wisc Wisconsin, dail 
Wisconsin Co. Av. for 1902, for 1902, 20,748 @6) oad, 


Milwauk Journal vo ee i Co., pub. 
Av. ending Feb., 1903, 3, 29,425 425 (1029), May, 33,244, 


Oshkosh, No rthwestern, d dail Av. for 1 
5,902 (1036). First 4 mos. 1903, 6. “— Sone 


Racine, Journal, daily. Journal Printing 
Average for 1902, 8,496 (1088). bate 


culturi Av. for 1 
27, ei Gaon. Fora oF. ody. Apr 9, 1903, 98,380, = 


Post Publ: Co. 
oul for Broan 8, bee ti (1044). es 
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BRITISH | COLUMBIA. | ¢ NOVA mg satire —— 

Vaneouver, vin a 0} 

publisher. Average for 1902, 5,987 (1051). oni. == . Be 1902, ean" ine 
Victoria, Colonist, aie — P. & P.Co. 











Average for 1902, 8. 574 QUEBEC, Cc an. 
wi ve <a — A Average for ioen dy Gb,OF9, wry 181, 418 00. 
nn ° ’y and w’y. verage verage for w 
for 1902, Welly 16,8 15,841, tg he 10,604 (1054). Sia mo’s end. ve dy 08, d@’y av. 4, 147," v Any 18h, 
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When it comes to publicity 
for a newspaper PRINTERS’ 


INK 1S the medium.—m. Lee Starke, 


Mgr. General Adog. for Washington, D. C., Star, Balti- 
more News, Newark News, Indianapolis News, Montreal 
| Star and Minneapolis Journal. New York City, July 1, 1903. a 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


w igoged every Wedne' Ten cents a 
eavaince. becription price, five dollars a year, in 
vance, Six dollars a hundred. No back 


printed from plates, 1 is alw 
Ae ning to leone a bow edition of five hundred co jon 
ies for A ae or C= d number at the same rate 
ublishers desiring to subscribe for PRINT- 

f pla for the benefit of advg. ns may, on 
eeorien. obtain special confident.al terms. 
(2@ if any person who has not paid for it is re- 
fubecrfbed im hs Ink it Every paper some pte 
be D ae. very 

the expiration of the ¢ the time paid for. 


OFFICES: ‘No. 10 Si 10 SPRUCE ST. 
London Agent, F.W. Sears,50-62 Ludgate Hil1,E.C. 


NEW YORK, JULY 1, 1903. 














Success is for the strenuous. 


THE advertiser who encourages 
suggestions from all his employees 
is apt to get some worth while. 
The advertiser who doesn’t do so 
never know how much he has 
ost. 





Tue Woman’s Magazine and 
Woman’s Farm Journal are now 
owned by the Lewis Publishing 
Co., St. Louis, a new corporation, 
with a fully paid capital of $1,- 
200,000. A plant costing $250,000 
will be ready ‘by September 1. 


WHILE he was a Special Agent 
the rank of Colonel was the high- 
est ever achieved by the genial A. 
Frank Richardson; but nowadays, 
to secure coveted reductions from 
publishers’ bills for advertising 
Ozomulsion, he does not hesitate 





to write himself GENERAL— 
Agent. 
THe’ well-known Burlington 


map of the United States now has 
a companion—a map of the same 
size, mounted on rollers, showing 
the Western States upon a large 
scale. Advertisers and _ business 
men generally will find it worth 
while to negotiate with P. S. Eus- 
tis, Chicago, for a copy. 


S. DeWitt CLoucH, editor of 
Tengwall yaw Chicago, has com- 
piled a dainty booklet called 
“Backbone,” which gives quota- 
tions from many sources on Sys- 
tem, Success, Resolution, Indus- 


try, Advertising, Money and other 
good things. The matter is pointed 
and will doubtless be preserved in 
this neat form. 
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Beckwith loses the Philadelphia /tem— 
Fourth Estate, 


This ‘is almost as bad as the case 
where the man lost the smallpox. 





Tue Philatelic Star, published 
at Madison, N. Y., has changed 
its form, and in introducing the 
reorganized paper the publisher, 
Judson N. Burton, says: “We 
have chosen a size that is similar 
to the Little Schoolmaster, and. 
with the help of our friends we 
will make this paper as interesting 
and instructive to stamp collectors 
as Printers’ INK is to the adver- 
tising world.” 





THE parcels post which existed 
between the United States and 
Germany, by which it was possible 
to mail packages weighing eleven 
pounds, has been discontinued, 
and the limit is now fixed at four 
pounds. This post was very pop- 
ular with Germans and German- 
Americans about Christmas time, 
but proved a losing business for 
the United States post office, and 
was abolished with the consent of 
Germany. 





THE alert advertiser reads 
PRINTERS’ INK as carefully in the 
summer months as he does during 
the more active season of the year. 
Schemes and plans for fall adver- 
tising are now under consideration, 
and the wise adwriter, novelty 
dealer and any one else who has a 
proposition to advertisers should 
take pains to get his announce- 
ment into PRINTERS’ INK at this 
particular time. The rate for clas- 
sified advertising is ten cents a line. 














Tue Modern Stories Publishing 
Company has recently obtained 
control of the Unique Monthly, 
New York. Hereafter it will have 
100,000 circulation and the rate 
will be 40 cents a line. This is the 
paper that Depew started. It is 
interesting to note how weak and 
futile are the efforts of financiers 
and other men popularly accorded 
greatness when they try the pub- 
lishing business. Publishing prob- 
ably requires more actual brains 
than does greatness.—Stanley Day 
in Adv. Guide for June, 1903. 











PRINTERS’ INK. 


TALK success in your advertis- 
ing, ignore competitors and make 
your offering of vital interest to 
the people whose trade you seek. 


A pRIzE of $500 was recently 
paid to B. Cory Kilvert, a well- 
known illustrator, for a humorous 
calendar design as the result of a 
competition held by the Osborne 
Co., New York. This was said to 
be the largest competition of its 
kind ever held, several thousand 
dollars beimg paid for other de- 
signs. The judges were Alexan- 
der Drake, of the Century; J. H. 
Chapin, of Scribner’s, and Geo. 
W. Edwards, of Collier’s. 





Tue Nautical Gazette has been 
transferred to the new corporation 
of Crosby & Bates, retaining 
Samuel Ward Stanton as editor 
and H. Herbert Wiley as manager 
of the advertising department. 
This weekly is devoted to naviga- 
tion, shipbuilding, marine engin- 
eering, naval architecture and 
commerce, was established in 1871 
by W. H. and S. W. Stanton, and 
is published at 156 Fifth avenue, 
New York. 


Pierre CELISTIN CERF, who was 
one of the foremost advertising 
agents in France, and the head of 
the firm of LaGrange & Cerf, died 
recently at the age of seventy- 
seven. He was intimately associ- 
ated with the history of the French 
press in the past fifty years, and 
in many instances helped new 
papers onto a sure financial foot- 
ing by contracting for their en- 
tire advertising space by the year 
and farming it out to his custom- 
ers, 





THE June issue of the Caterer, 
New York’s practical hotel jour- 
nal, contains an old advertisement 
in the shape of a story called “The 
Man from Mars,” telling of the 
visit that an inhabitant of that 
planet made to the leading hotel 
purveyors in New York. Many 
half-tone illustrations were used, 
and the story covered eleven 
pages. In the same issue was also 
reprinted the article upon the ad- 
vertising of the Little Hotel Wil- 
mot, Philadelphia, that appeared 
some time ago in Printers’ INK. 
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Tue live, daily newspaper is the 
advertiser's most productive field. 





IN a recent report to the British 
Government, Captain Wyndham, 
British Consul at Chicago, states 
his belief that American manufac- 
turers are successful in foreign 
markets not alone through super- 
ior goods, but through a wider use 
of advertising in foreign journals 
than is made by foreigners them- 
selves. He finds that American 
business houses generally are pre- 
paring for larger operations in for- 
eign markets, and also calls atten- 
tion to the superior methods pur- 
sued by American advertisers, who 
have made it a science as important 
as buying, selling and credit in- 
spection. 





Uncte SAm_ considers trade 
very good, despite the depression 
in Wall Street. His Treasure De- 
partment statistical sharps find 
that the year ending with June will 
be the largest in the history of the 
country in foreign commerce. Im- 
ports will run over a billion dol- 
lars for the first time, and exports 
will be larger than for any pre- 
vious year, except 1901. For 
eleven months ending May 31 im- 
ports were $943,597,194, with ex- 
ports of $1,324,403,203. It was 
only in the year 1872 that the total 
foreign commerce—exports and 
imports combined—touched the 
billion-dollar mark, and the two 
billion mark was first reached in 
1go00. 


“ 





; | INSURANCE” is a con- 
vintgg sixteen-page booklet pre- 
fered by J. S. Briggs for Genes- 


Ysee Valley Council of the Royal 


Arcanum, Rochester, N. Y. It 
gives a brief history of the organ- 
ization, a list of members, a com- 
parison of fraternal insurance 
with that in “old-line” companies, 
and an array of arguments for the 
stability and cheapness of Royal 
Arcanum insurance that are very 
forceful. This is the first piece of 
fraternal insurance literature that 
the Little Schoolmaster has seen 
which embodies modern advertis- 
ing ideas, and those who are en- 
gaged in building up similar or- 
ganizations will profit by study of? 

a copy. ) 
S 

> 























































TaTe SprING, in Tennessee, a 
famous summer and winter resort 
managed by Thomas Tomlinson 
will ‘be advertised to the extent of 
$10,000 during the present year, 
Southern newspapers being used 
for the summer months and 
Northern dailies and general mag- 
azines during the fall and winter. 
Tate Spring is valuable for its 
medicinal water, and has_ been 
compared to the Epsom waters. 
The advertising will center upon 
the Tate Spring Hotel, and be 
placed by the Massengale agency, 
Atlanta, Ga. 


THE grand jury of the United 
States Court recently indicted the 
anes of the a egg von 

nstitute of America, Scranton, 
Pa., on the charge of using the 
mails to defraud. A true bill was 
brought against Alt. F. Clark, 
Conrad Lotz, Louis Conrad, and 
M. M. Bingham, and the case will 
be tried in October. It is alleged 
that this institute was organized to 
profit by the extensive advertising 
of the International Correspond- 
ence Schools, of Scranton, and one 
of the witnesses before the grand 
jury, according to the Scranton 

ribune, was George Lines, of 
Connecticut, who took a scholar- 
ship in the institute because he 
thought that it was the original 
correspondence institution. 

Out of a total of one thousand 
and forty-six religious papers listed 
in the 1903 issue of the American 
Newspaper Directory only one 
hundred and eighty-three possess 
the necessary qualities to become 
members of Printers’ INK “Roll 
of Honor.” It would seem partic- 
ularly appropriate that these secure 
a place therein. The “Roll of 
Honor” is a choice advertising ser- 
vice which only a few can obtain, 
and the expense is so small that 
no intelligent publisher should feel 
like sparing it. Religious papers 
want advertising patronage and the 
judicious advertiser has his eye on 
the “Roll of Honor” every week 
in the year. The publisher who 
is willing to make his circulation 
known should publish the tact 
where it does him the most good 
and that place is the “Roll of 
Honor.” 
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THERE are few commodities 
about which nothing new can be 
said. But do not study how to 
say something new. Study the 
commodity. 


Mopern advertising sets the pace 
for the commercial growth of the 
world. It is a recognized factor in 
business—a trade necessity of un- 
precedented importance. 





Tuis photographer’s ad by Falk, 
Waldorf-Astoria, New York, was 
recently printed in the Era Mag- 
azine, and is quite out of the ordi- 
nary: 


A photograhper’s studio with 
dressing rooms is one of the wonders 
of New York. The Falk Studio, sit- 
uated on the fifteenth floor of the Wald- 
orf-Astoria, has this unique patie en 
as every suite in the hotel is practically 
a dressing room from which one can 
step into an elevator and be carried to 
the studio, day or evening. The studio 
is, in itself, well worth a visit. If you 
are staying in New York, and want a 
characteristic portrait, be sure to go to 
Falk, photographer, whose work is well 
known the world over. You can, if 
you wish, drop in after dinner, before 
going to the theater, and be photograph- 
ed in evening dress, thus avoiding the 
loss of time and inconvenience attend- 
ant upon robing in the studio. Photo- 
graphs taken (irom 8 to 11 p. m.) by 
a new method of electric lighting are 
unsurpassed. Only portraits of the high- 
est excellence are delivered to patrons. 
a des is the keenest critic of his own 
work, 


1,500 





Tue New York Daily News has 
relinquished its claim to _ the 
“largest circulation of any daily 
in the United States,” and is now 
“a newspaper for all the people— 
good easy reading.” A recent is- 
sue of the News contained the fol- 
lowing advertising: 

Wanamaker, 196 lines; Force, 267; 
Cascarets, 135; Swamp Root, 62; New 
York Telephone Co., 34; four small re- 
tail display ads, 38; Amusement notices, 

5; Legal notices, 220; Deaths and mar- 
riages, 35; Want ads, 238; N. Y. Cen- 
tral time table, 112; Pennsylvania time 
table, 138; West Shore time table, 32; 
White Star Line, 6; Total, 1,598 lines. 

This issue contained ten pages 
of seven columns each, or seventy 
columns of space. The News col- 
umn measures 276 agate lines in 
depth, so there were in the whole 
paper 19,320 lines of space. Of 
this less than six columns were 
advertising, with hardly three col- 
umns of advertising outside of 
formal notices and want ads. 
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A MEDIUM may bring a lot of 
replies and still be unprofitable. 


Tue Bulletin of the New York 
Edison Company reads like the 
Sunday section of a big daily, with 
the saving grace that all its mat- 
ter is based on hard figures. In 
the May issue there is a descrip- 
tion of a restaurant in New York 
City where all cooking is done in 
the center of the room on electric 
ranges, and a chicken may be 
roasted in fourteen minutes. There 
is also an interesting article com- 
paring the cost of private electric 
lighting plants with current from 
this company. Several large build- 
ings have recently abandoned ex- 
pensive plants in favor of current, 
and in the case of one the space 
formerly occupied by the dynamos 
and boilers pays for the current. 
Several new inventions are shown, 
such as extension arms for clean 
ing and replacing incandescent 
globes out of reach of ladders. 
The Bulletin ranks high among 
the private publications issued in 
New York. It is always clean- 
cut, convincing and handsomely 
printed. 


Any publisher who is entitled to 
an announcement under the cap- 
tion “A Roll of Honor’ and de- 
sires to state therein what his 
average circulation for a month or 

uarter just passed has been, may 

o so, provided he hands in a 
statement in detail, properly 
signed and dated, covering the 
period, and made in accordance 
with the rules of the American 
Newspaper Directory. Such ad- 
dition to appear in italics, immedi- 
ately following the Directory page 
reference number. Additional 
space occupied to be paid for at 
the regular rates, twenty cents per 
line. 





EXAMPLE: 


PENNSYLVANIA. 
Philadelphia, The Evening Bulletin, D. ex. 8. 

Ave for 1908, sworn, 180,489 (864). 
net paid. Average for first ‘our months of 1903, 


sworn, 140 661 4 

In patlades ia Nearly Soeghetp aaa the 

The above condition is consid- 
ered one of the best features of 
the “Roll of Honor,” as it affords a 
rapidly growing publication a 
chance to make the fact known at 
very small expense, 
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A BUSINESS must be ‘surveyed 
from the viewpoints of common 
sense and intelligent understand- 
ing before it can be judiciously ad- 
vertised. 


Mr. T. E. Woop, 10 Brook 
Street, Rugeley Staffs, England, an 
admirer of PRINTERS’ INK, as he 
writes, wishes to communicate with 
firms making a specialty of stock 
cuts and posters for clothiers, pro- 
visions and books. Makers of such 
ought to be represented in the 
classified columns of Printers’ INK 
at ten cents a line. 





It is suggested that as women 
do much if not most of the buying, 
it might not be amiss to consider 
goods, when writing advertise- 
ments, from the woman’s point of 
view. It might not be amiss now 
and then for adwriters to consult 
with their female acquaintance as 
to the best methods. Advertise- 
ment writing of certain kinds 
might be done very effectually by 
women themselves. 


A SPECIAL from Richmond, Va., 
to the New York Herald says: 


The advertisement of a Washington 
clothing firm to pay “eighteen cents for 
1902 one cent pieces’? has convulsed the 
small towns of North Carolina with the 
desire to make “easy money,” and a 
mad scramble for the cents has followed. 
The rumor got abroad that in coining 
1902 cents a large amount of gold was 
accidentally placed in the alloy, and that 
government desired to withdraw the 
coins on account of their bullion value. 
Three men collected every cent to be 
had in the stores and banks in Char- 
lotte and sent agents into the country. 
Edward B. Gresham sold to Mr. Bonner, 
a baggage agent of the Southern Rail- 
Way, 330 cents of 1902 coinage for $33. 

r. Bonner sold them to an Alexandria 
bank for fifteen cents each. News of 
the transaction went abroad with re- 
markable rapidity, and pennies went to 
eight cents, then to ten, and finally 
changed hands rapidly at twelve cents 
each. Mr. Gresham sent more than 
six thousand pennies to Washington to 
be redeemed at the eighteen cents valu- 
ation, The advertisement stated that the 

nnies would be redeemed last Saturday, 
ut before the North Carolina shipment 
reached the capital it was learned that 
the firm declared it- had agreed to pay 
eighteen cents for 1,902 pennies and not 
for every penny of 1902 coinage. Tele- 

ams were sent out recalling orders to 
uy the pennies, but the excitement was 
on, and it will take some time to stop it. 
The rumor of the chance to make easy 
money has just struck the small town 
section of upper South Carolina, and 
the scramble for pennies is agitating the 
entire population, 
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APPROPRIATE as mutch money as 
you can afford for advertising and 
spend it judiciously in the best 
mediums. 





Mr. W. J. Mourpry, proprietor 
of the Minneapolis Tribune, spent 
two weeks in New York and Phil- 
adelphia recently on business con- 
nected with his paper. He has 
lately completed a _ system of 
checking the circulation of the 
Tribune’s morning and evening 
circulation, which prevents dupli- 
cation. An office record is kept 
of every subscriber, and a sub- 
scription implies the option of re- 
ceiving the paper at any hour of 
the day that is most suited to read- 
ing. The paper’s city carriers are 
also bonded, and carry no other 
paper. The Tribune now employs 
169 carriers in Minneapolis. Mr. 

E. Murphy, circulation man- 
ager, is on an extended trip, which 
will include the East and Middle 
West. 





“JonEs—A common Name for 
an Uncommon Drug Store” is the 
fetching title of a booklet from 
the Daniel R. Jones Co., Wells 
Building, Milwaukee. The most 
impressive and seasonable argu- 
ment is a complete price list of all 
drinks served at the soda foun- 
tain. The list comprises some two 
hundred and fifty separate bever- 
ages, ranging from plain soda at a 
nickel to tonics, mineral waters 
and fancy lemonades at twenty- 
five and thirty-five cents. There 
are also arguments for pure olive 
oil, toilet soaps, perfumes, sun- 
burn remedies, as well as a good 
word for the prescription counter 
and telephone service. Matter and 
dress are extremely good. The 
booklet was prepared by the Cra- 
mer-Krassett agency, Milwaukee. 
Another effective piece of litera- 
ture for the same store is a mail- 
ing card, which was sent to all 
tenants in the Wells Building, 
which contains fifteen floors of of- 
fices. Still another notable bit of 
retail drug store literature comes 
from Washington in the shape of 
a folder, bearing a miniature 
American flag. It was sent out by 
B. William P. Herbst, of that city, 
on June 14, which is the anniver- 
sary of the birth of Old Glory. 


PHILANTHROPY is not found in 
advertisements. If one offers 
something for nothing in an ad- 
vertisement it is a foregone fact 
that other persons than the adver- 
tiser will foot the bill of generos- 
ity. 


THE success of proprietary 
goods depends upon advertising. 
The Ayer goods have been upon 
the market fifty years or more and 
still are in demand, because they 
still are in the advertising field. 
The same is true of Hostetter’s, 
of Pears’ soap and other proprie- 
taries which have been upon the 
market for a long, long time. Other 
goods, possessed probably of equal 
merit, have disappeared from sight 
and memory for the one reason 
that their owners thought them 
so well known as to make further 
advertisement of them a needless 
expense. 





GeorGIA is a rival of Indiana in 
the manufacture and export of 
things out of the ordinary. Not 
long ago it was a booklet advertis- 
ing a correspondence course in 
human nature, and now it is a 
catalogue of fly escapes. Flies and 
other insects have the habit of 
crawling upward on a screen, and 
Mr. Frank Wright, of Cave 
Springs, Ga., has had the fore- 
thought to provide an escape for 
them—a simple attachment that 
permits egress and enables flies to 
take themselves out of a room of 
their own accord. The catalogue 
is very complete in its descriptions 
and diagrams, the fly escape ap- 
pears to be an excellent thing, and, 
in consequence, the brochure can 
be called good advertising. It is 
somewhat marred, however, by a 
system of reform spelling of which 
Mr. Wright is an advocate. Peo- 
ple who own homes will doubtless 
be intelligent enough to guess the 
meaning of such words as “trubl- 
sum,” “dubl,” “litl”? and thuroly,” 
but the use of such a system in ad- 
vertising matter is not advisable. 
No matter* how intelligent one’s 
clientele, it is best to observe the 


conventions in spelling, for readers 
want facts presented plainly, and 
want to read them quickly, and the 
reform method of spelling is rather 
irritating to the man in a hurry. 




















ADVERTISING is not a “do-it-all.” 
It is simply a link between the 
merchant and the public. 


“Ecc-O-SEg,” made by the Bat- 
tle Creek Breakfast Food Co., is 
being advertised in Western dail- 
ies by means of a school children’s 
ad writing competition, the com- 
pany paying $5 for each illustrated 
ad accepted and printing them in 
the city where the successful com- 
petitor lives. “Egg-O-See” is a 
ten-cent package. 


THE first anniversary of the 
Evening Times, Waltham, Mass., 
was celebrated June 8, Irving P. 
Dodge, publisher of the new paper, 
giving a dinner to his employees 
at the Hotel Riverside, that city. 
The paper has been so successful 
in its first year that plans are now 
afoot for a new building, and for 
enlarging the sheet itself. 


ADVERTISING in daily papers to 
raise a debt on a charitable insti- 
tution is a new form of puwbhlicity, 
perhaps, but there is no reason why 
it should not be effective. Follow- 
ing is a condensation of an an- 
nouncement for St. Patrick’s Re- 
fuge, Kingstown, Ireland, which 
recently appeared in the display 
columns of the New York Sun: 


_ This Magdalen Asylum was founded 
in Bow street in the year 1796. The 
Institution was subsequently transferred 
to Dominick street and in 1857 to 
Glasthule. Finally the penitents were 
removed in 1880, to the present spacious 
building erected for them in Kingstown. 
Some of these poor, destitute members 
of society have grown gray in their 
persevering efforts to cling, like Mag- 
dalen, to the Cross and never to return 
to that world which shaded their young 
days with sorrow. Others are only en- 
tering on a career of penance—that 
dreary way which Mercy seeks to bright- 
en—with the bitterness of disappointed 
hopes, which Mercy strives to sweeten; 
and with the renouncement of those 
earthly joys, the falsity of which Mercy 
endeavors to portray. A debt of some 
thousands of pounds, incurred by the 
erection of the new refuge, still hangs 
over the asylum, and it is to relieve 
the Sisters of Mercy from part of this 
heavy responsibility (with which they 
have burdened themselves for the pub- 
lic good) and to aid them in maintaining 
the Poor Penitents, that your assistance 
is now ask Donations will be grate- 
fully received by His Grace the most 
Rev. Dr. Walsh, Archbishop of Dublin; 
the very Rev. W. J. Murphy, P. P. 
Kingstown; at the Convent of the Sisters 
of Mercy, Baggot street, Dublin; and 
at St. Patrick’s Refuge, Crofton road, 
Kingstown, Ireland. 


PRINTERS’ INK. 
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“Rounpinc Out a Business” is a 
booklet by Thomas Neal, secretary 
of the Acme White Lead and Color 
Works, Detroit, Mich., in which is 
explained the system of co-opera- 
tive factory management devised 
for that company by the writer. 
It treats of the organization of com- 
mittees of employees which aid in 
general management, supervision 
and improvement of product, and 
so forth, the organization of fire de- 
partments, benefit associations and 
factory libraries, the fitting of 
lunch rooms, rest rooms and other 
details. As a concise outline of a 
practical system it is worth a read- 
ing from every large employer, es- 
pecially in these times of labor 
troubles and the general airing of 
theories along the lines indicated. 
Another practical treatise of much 
the same nature is Andrew Carne- 
gie’s “Secret of Business” in the 
June World’s Work. Here, too, the 
co-operation principle is vigorously 
preached by a man who has put it 
upon a practical, non-sentimental 
basis. “From my experience,” says 
Mr. Carnegie, “I should say a crew 
of employees versus a crew of 
partners would not be in the race. 
The great secret of success in busi- 
ness of all kinds, and especially in 
manufacturing, where a small sav- 
ing in each process means fortune, 
is a liberal diversion of profits 
among the men who help to make 
them, and the wider the distribu- 
tion the better. There lie latent 
unsuspected powers in willing men 
around us which only need appre- 
ciation and development to produce 
surprising results. Money rewards 
alone will not, however, insure 
these, for to the most sensitive and 
ambitious natures there must be 
the note of sympathy, appreciation, 
friendship. Genius is sensitive in all 
its forms, and it is unusual, not 
ordinary, ability that tells even in 
practical affairs. You must cap- 
ture and keep the heart of the 
original and supremely able man 
before his brain can do its best. 
One of the chief sources of what- 
ever success may have attended the 
Carnegie Steel Company was un- 
doubtedly its policy of making 
numerous partners from among 
the ablest of its men and interest- 
ing so many others of ability in re- 
sults.” 
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A New York Sun reporter re- 
cently investigated the business of 
renting letters for circularizing 
purposes, and learned some facts 
that are interesting even to adver- 
tisers: 


In New York alone are perhaps half 
a dozen firms which buy and sell or 
rent out letters written in reply to ad- 
vertisements in newspapers and maga- 
zines. In the stockrooms of one Broad- 
way letter broker are 40,000,000 letters 
of recent dates from people in all parts 
of the world. Few of the brokers sell 
letters. They prefer to hire them out 
for a specified number of days. Most 
brokers require a lot of 10,000 letters 
or less to returned in ten days, the 
larger lots to be used at the rate of 1,000 
a day; ne | days, however, being the 
limit even for 250,000 lots. A “lot” 
usually consists of 1,000 to 250,000 let- 
ters—as many as have been purchased 
from any one advertiser at one time. 
Few brokers will “split” a lot. Among 
the most valuable letters are those writ- 
ten by would-be investors in stocks and 
bonds. Such letters have been known to 
sell for $250 a thousand. Other letters 
nannies a fancy price are those 
from people seeking a cure for blood 
poisoning and the morphine habit. The 
first use for envelope addressing of let- 
ters from morphine sufferers is worth 
about $75 a thousand. Strange to say, 
letters seeking a cure for the liquor 
habit are of little value. One shrewd 
broker volunteered the opinion that most 
drunkards do not want a cure and most 
replies are from drunkards’ wives, who, 
in most cases, have little or no money. 
Men’s letters are worth more than 
women’s letters, because men generally 
have more money to spend than women. 
The brokers usually buy letters directly 
from the advertisers to whom they are 
addressed. For instance, we will sup- 
pose Blank to be an advertiser who 
treats of cancer. He possesses a lot 
of letters of 1901 and 1902 dates writ- 
ten in reply to his advertisements. He 
writes to a letter broker, requesting an 
offer and a copy of the advertisement 
to which. the letters are replies, guar- 
antees that none of the letters have been 
used by anybody but himself, and a list 
of the number of letters and the dates 
of the oldest and freshest. The broker 
offers $60 a thousand and the letters are 
shipped. The first rental of a lot of 
letters usually brings the broker about 
half the amount he paid for them out- 
right, and the second rental about three- 

ths as much as the first rental. The 
three first rentals usually pays the brok- 
er the cost of purchase, after which 
every cent is profit ‘‘Bald head” letters 
are cheap. Letters from students and 
would-be students of hypnotism and as- 
trology can also hired at reasonable 
rates, from $2 to $5 a thousand. Agents’ 
and would-be agents’ letters are always 
in demand and sometimes rent for as 
much as $25 a thousand. A few letter 
brokers have established for their pro- 
tection “dummy” systems. Before send- 
ing out a lot of letters a broker mixes 
in several letters signed with fictitious 
names, a key to which is kept. Though 
the name on each dummy letter is dif- 


ferent, the address is generally the 
—that of some friend of the broker re 
siding in a small town in another State, 
As fast as that friend receives mail mat- 
ter addressed by dummy names he for. 
wards it to the broker, and if a person 
hiring letters violates his agreement by 
permitting somebody else to circularize 
the names and addresses the broker will 
learn the fact. 


A CUSTOMER in the store is worth 
a crowd on the street. 

ADVERTISING that will arouse 
comment is good for some com- 
modities and injurious to others. 
In the case of this ad for Sozo- 
dont the wholesale denial of all 
slanders, real or imaginary, serves 
to rivet the reader’s attention, 
doubtless, and he will be likely to 
remember distinctly that some- 
bedy said Sozodont contained 
acid, and that the manufacturer 
denied it: 

We hereby condemn, repudiate and 
enly challenge as false and malicious, 
all statements to the effect that Sozo- 
dont, the well-known dentifrice, is or 
ever was acid or contains any ingredi- 
ent injurious to the teeth or mouth. The 
origin of these statements has been trac- 
ed to certain irresponsible and unprin- 
cipled persons desiring to benefit there- 
by. e, therefore, publicly state and 
stand ready to prove Sozodont to be 
not only non-acid but an acid destroy- 
er, for by its alkaline reaction it neu- 
tralizes all destructive mouth acids. This 
statement is corroborated in hundreds 
of letters from our most eminent den- 
tists. Hall & Ruckel, New York. We 
will mail complete analysis to your den- 
tist upon receipt of his name. 

_An advertising campaign on 
similar lines was the late “war” 
waged between the United Cigar 
Stores Co. and the Acker, Merrall 
& Condit Co. This firm opposed 
the “trust,” with the result that 
trices were cut on both sides and 
arge spaces were taken in the 
newspapers to tell the public all 
about it and permit it to profit by 
the wholesale reduction on well- 
known brands of high-priced 
cigars. A man well informed in 
the cigar trade tells the Little 
Schoolmaster, however, that the 
Acker, Merrall & Condit Co. is 
really a branch of the United 
Cigar Stores Co., and that the 
“war” was undertaken first for ad- 
vertising, and, second, to frighten 
certain large independent import- 
ers into similar reductions. The 
latter part of the scheme failed, 
and the “war” came to an abrupt 
finale, 
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In marked contrast to the usual 
dental advertising, with its fa- 
miliar worn cuts of teeth and its 
portrait of the “professor,” is the 
following argument lately used by 
Edward Everett Cade and Regi- 
nald J. Lewis, 315 Fifth avenue, 
New York: 


This is an age of specialists, and no- 
where is specialization more important 
than in dentistry. Time was when one 
could acquire a knowledge of the pro- 
fession in six months, but in the last 
few years it has grown beyond the at- 
tainment of any one man. It is best 
practiced now by the co-operation of 
several men, each devoting his time to 
a special branch. No other method se- 
cures equal skill in all branches. In 
our offices each man devotes his time 
to a special branch. We divide the 
work into parts and have experts for 
each part. here are experts for parts, 
but none for all dentistry. There are 
three advantages in our method: (1) 
It makes the work better. Specialists 
are unusually skillful because much do- 
ing of one thing makes skill. Practice 
makes perfect. (2) It makes dentistry 
more pleasant. Specialists work more 
gently than others, because the more 
skillful the operator the less pain and 
nerve strain for the patient. (3) It 
makes the cost less. Skill enables a 
man to work quickly; hence a specialist 
consumes less time than a jack of all 
trades. Saving time means. saving 
money in a dental office, because time 
is the item dentists charge most for. A 
way has been found at last to make the 
work of filling and crowning teeth ab- 
solutely painless. The mistake hereto- 
fore has been in relying on one remedy 
to cure many kinds of sensitiveness. 
The “Cady System” is based upon the 
knowledge that the conditions of dental 
sensibility are numerous, requiring 
numerous remedies. It embraces every 
method known to the profession at 
large, and some that are not generally 
known. It succeeds in making dental 
operations painless because it takes all 
of the various sensitive conditions into 
account. Carefulness, sympathy, and 
extra time are necessary adjuncts of 
any system of painlessness. We sacri- 
fice time when occasion demands and 
see to it that our operators combine care- 
fulness and sympathy with skill. Men 
who are not careful and not sympa- 
thetic are never given a place on our 
staff, no matter how skillful they may 
be. The selection of a dentist requires 
more care than the purchase of mer- 
chandise. Therefore never go to a den- 
tal office as you would to a bargain 
counter, but choose your dentist with 
as much discrimination as you do your 
physicians. Above all do not trust den- 
tal advertisements without investiga- 
tion—not even ours. To assist you in 
learning all you can about us, we have 
a 44-page booklet containing the names 
and addresses of many who have come 
to us for years, and who can tell you 
more about our work than we can, with 
modesty. If we should say as much to 
you as some of them have said to us 
you_would accuse us of braggadocio. 

This ad occupied seven inches, 


\ 
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three columns wide, in the Times, 
and was characterized by quiet 
display and a sufficiency of white 
space. In its tone it approaches 
the ethical, and while it may not 
appeal to the people who like price 
arguments in dental advertising, it 
can hardly fail to convince readers 
of intelligence. 

IN nine times out of ten a per- 
son’s business is judged by the ad- 
vertising he does. 





THE newspaper that takes care 
of the small advertiser is usually 
well taken care of by the big ad- 
vertisers. 


THERE are many methods of ad- 
vertising gas for lighting and 
cooking, and some of the argu- 
ments put forward in different 
localities raise this comparatively 
new form of publicity to a high 
level. One of the best gas adver- 
tisements that has come under the 
Little "“Schoolmaster’s eye lately is 
that of the gas company in York, 
Pa. It takes up the meter difficulty 
in a way calculated to win over the 
most unreasonable “kicker”: 


The reading of a gas meter is as easy 
as telling time by a clock. You simply 
begin with the left-hand dial and set 
down in turn the smaller of the two 
figures between which the “hand” on 
each of the three dials appears and add 
two ciphers. This will give you the 
reading in cubic feet, and subtracting 
the previous reading will showhow much 
gas has passed through the meter since 
the previous reading. The little dial at 
the top is used to show whether there 
is any leak in the house pi If its 
“hand” remains stationary when all the 
burners are turned off there is no leak. 
Consumers who read their meters can 
tell how much gas they use every week 
by making regular readings. If a meter 
reads 53,200 one Saturday and 53,500 
the next Saturday, 300 feet were used 
during the week, which at fuel gas rates 
would amount to 30 cents, or at light 
rates to 48 cents. After the meter read- 
er comes each month the consumer 
should read his or her meter, and if the 
bill of the month before has been kept, 
it will be easy to calculate how much the 
next ‘bill will be. The meter reader is 
a very busy man. He has hundreds of 
calls to make every day, and really does 
not have time to tell consumers how 
much they have used. He should not 
be blamed if he hurries off and does not 
want to stop to talk. Consumers who 
use both light and fuel gas and have 
two meters, can easily learn to know 
them apart. Every York Gas Company 
meter is marked with a small brass plate. 
The fuel meters have oblong, square 
cornered plates, and light meters have 
elliptical shaped plates. 
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Tue American Newspaper Di- 
rectory for 1903 catalogues one 
hundred and _ fifty-four publica- 
tions issued in the interest of the 
American Negro. Only seven out 
of this total number could secure 
a place in the “Roll of Honor.” 
They are the following weeklies: 


Chicago Appeal, weekly; Owensboro, 
Ky., Reporter, weekly; Baltimore Afro- 
American Ledger, weekly; _ Omaha, 
Neb., Enterprise, weekly; Red Bank, N. 
Bes Mail and Express, weekly; Colum- 
bia, N. C., Southern Sun, weekly; Dal- 
las, Tex., World Hustler. 


THE subject of advertising for 
the farmer comes up periodically 
in different quarters, and seems to 
be a field of publicity promising 
much for the future. Advertising 
as an adjunct to the breeding of 
fancy stock was recently treated in 
the National Stockman and Farm- 
er: 


We have seen many a man with en- 
terprise enough to buy good stock, with 
judgment enough to Be non it, but not 
the business sense to feed it sufficiently 
or to advertise it at all. Yet the man 
who starts into the business of breed- 
ing pure-bred stock should figure on a 
certain amount of investment in ad- 
vertising, which is necessary to make 
him known to the world, and it is really 
an investment and not an item of cur- 
rent expense. A_ certain firm which 
runs no large advertisements spent 
$25,000 in excess of its receipts the 
first year it advertised extensively. If 
that advertising was an item of ex- 
ro then was the time to shut it off. 
f it was an investment bound to bring 
returns in the future then was the time 
to take care of it, to give it a chance to 
pay dividends. And this was done. 
Last year this firm’s profits were $5.00 
for every dollar spent in advertising. 
The breeder of live stock must be more 
modest in his figures and in his ex- 
pectations perhaps; but he must learn 
to advertise in some way if he is to 
make a success, and keep on advertis- 
ing. 











IN the June 24th issue of PRINTERS’ 
INK appeared an article entitled “THE 
BuLit’s EYE GoLp MARKS (@0) IN 
ROWELL’s NEWSPAPER DIRECTORY.” 
It is an interesting and instructive 
article and contains such informa- 
tion which any intelligent newspaper 
reader would enjoy reading. Peri- 
odicals which have the gold marks 
(@0) bestowed upon themselvesshould 
make this fact conspicuously known 
to their readers, for those marks sig- 
nify that the paper bearing them has a 
peculiarly high standing with advertis- 
ers, and that the latter value the paper 
more for the class and quality of its 


circulation than for the mere number 
of copies printed. 
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it might bedone. Another way would 
be to print the gold marks on the first 
outside page of the paper where head- 
ing and date appear, as shown below: 


(F=*| She New Work Cimes._ 
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Turis “Sunday story” from the 
Herald may have a foundation in 
fact, but it bears all the marks of 
a wild reportorial imagination. 
The cost of advertising done in 
such a manner and the number of 
people that can be reached, as well 
as the low price of all health foods, 
would make such methods unpro- 
itable compared with straightfor- 
ward publicity in the daily papers: 


The day has gone by when the pro- 
rietary food man was satisfied with a 
booth at a bazaar, a counter in a de- 


partment store, or the method of deliv- 
ering samples at the doors of private 
houses. he food concern now rents a 
handsome apartment in a good residence 
section. Not the ultra-fashionable sec- 
tion, for the ultra-fashionable woman 
refuses to take an interest in food 
stuffs. He next engages two very at- 
tractive and clever women as “spiders.” 
They must be refined, gentle, well man- 
nered, have good tempers and be able 
to talk glibly. It is their duty to live 
in the beautiful apartment and enter- 
tain all the women of their acquaintance 
at luncheon parties, at tea parties, at 
breakfasts—in fact, under any circum- 
stances where the particular proprietary 
food which is being advertised may be 
made a constant and prominent part in 
the menus. The women employees are 
also required to study “dietetics” in re- 
lation solely to the proprietary food and 
to be able to talk fluently on the sub- 
ject. The advertising plan appears 
gradually to the assembled company, 
who have been brought together through 
all sorts of channels. At first there is 
not a sign of anything proprietary. The 
hostess suggests that she may tell them 
some things about foodstuffs which they 
have not understood. The invitation to 
the dining-room follows. The guests 
are delighted. ‘They have long since 
guessed the secret of the delightful en- 
tertainment. But it is novet. An elab- 
orate luncheon is served. Here comes 
in the part of the assistant, who ap- 
ears as a neat and skilled maid. She 
as cooked all the dainty dishes. In 
every one the proprietary food has been 
made to play a prominent part. The 
hostess “mentions” it. Only that. She 
is not desirous of boring her guests, 
and she seeks rather to call their at- 
tention to the food by inference and 
innuendo. To impress the name on 
their memories there are printed menus 
in which it occurs several times. 
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“Tr” is the name of a breakfast 
food being advertised throughout 
New York and Pennsylvania by 
the Genesee Pure Food Co., Le- 
roy, N. Y. 





MR. ROSE AND THE “‘FORCE”’ 
ADVERTISING. 


It appears that a considerable num- 
ber of newspapers throughout the 
country have unpaid advertising claims 
against Alfred E. Rose, who during 
the past year has placed the Force 
and H-O advertising in New York 
City. Mr. Rose was a regularly recog- 
nized agent as well as a director in 
the breakfast food company. Con- 
tracts for space were made in two 
ways—either for the company itself or 
by Rose as agent. It is alleged that 
bills against the Force Food Company 
have been paid promptly, but those 
against the Rose agency are still un- 
satisfied. Rose has left New York, 
and Mr. Ellsworth, head of the break- 
fast food enterprises in Buffalo, is 
said to have receipts from Rose for 
the money which is due papers that 
handled advertising from the agency. 
Nobody seems to know how many pa- 
pers have claims against Rose, but it 
is generally conceded that many pub- 
lishers are affected. Some of the New 
York special agents have also suffered 
losses. According to Lowell (Mass.) 
advices an attachment on Rose’s 
house in that city was secured by M. 
Lee Starke, the New York special. 
Mr. Starke’s claims aggregate $4,500 
for advertising that was printed by the 
Washington Star, Baltimore Mews, 
Indianapolis Mews and Montreal Star. 
Rose still maintains an office in the 
Metropolitan Building, 1 Madison 
Avenue, where the Force and H-O 
advertising was placed, but has not 
been there for three months. To in- 
quirers a bright small boy states that 
he is in Boston organizing an enter- 
prise to be known as the National 
Bread Co. It is asserted that, though 
his business as an agent never went 
further than the advertising for Force 
and H-O, he managed to satisfy com- 
mittees of publishers that he was do- 
ing a general advertising business ex- 
tensive enough to warrant the granting 
of an agent’s commission. The Force 
and H-O advertising is now being 
handled from Buffalo under the direc- 
tion of John E. Kennedy, lately an 
advertising advisor in Boston, 
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AN OCULIST’S CAMPAIGN. 
Optical advertising is usually 


based on prices. Examination of 
the eyes is a delicate operation, re- 
quiring skill, experience and accu- 
racy, while the prescribing and 
fitting of glasses, with the medical 
treatment that accompanies a cer- 
tain percentage of cases, are mat- 
ters for a thoroughly schooled 
practitioner, working on scientific 
lines. It would seem, therefore, 
that the most logical argument to 
place before the public in advertis- 
ing such a profession would be 
based on this very skill and knowl- 
edge, yet as a matter of fact the 
advertising optician—and he is 
numerous everywhere — usually 
comes down to the level of the 
bargain counter, quoting low rates 
on his spectacles and saying very 
little about his ability. In many 
cases the least said about ability 
the better, perhaps, for this calling 
is said to be infested with incom- 
petents who “fit” spectacles with 
no more scientific knowledge of 
optics than was possessed by the 
old-fashioned spectacle peddler 
who still goes from farm to farm 
in remote districts. This competi- 
tion on prices, with the lack of op- 
tical advertising based on scientific 
arguments, recently led Mr. M. H. 
Harris, a New York oculist, to 
undertake a campaign in this field 
based wholly upon scientific argu- 
ments, as opposed to prices. Mr. 
Harris has been a practitioner in 
New York for ten years, and is 
now located at 348 Sixth avenue, 
in the department store district. He 
has been president of the Optical 
Society of the City of New York, 
and is now its vice-president, while 
as a member of the executive com- 
mittee of the New York State Op- 
iicai Society he has been active in 
endeavoring to secure legislation 
to compel stricter examinations in 
this profession, shutting ‘out the 
“fakirs” who are now prevalent. 
His first experiments with adver- 
tising were made in New York 
dailies last November, and since 
then ‘he has steadily spent a very 
respectable appropriation weekly 
along lines that are somewhat new. 

“The bargain counter method of 
selling spectacles is fundamentally 
wrong,” he said to a PRINTERS’ 
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INK reporter, “and when a condi- 
tion is wrong at bottom it must 
eventually yield to something that 
is right. So with advertising in 
this profession. If the method of 
selling is wrong, it follows that a 
method of advertising based upon 
it can not endure against ad- 
vertising based upon a presenta- 
tion of the real facts about an 
oculist’s services. Until last fall 
I had practiced ten years in this 
city without advertising, both 
because I regarded it as somewhat 
unethical and because I knew noth- 
ing of the pulling power of proper- 
ly directed publicity. There are 
no strict ethics among oculists re- 
garding advertising—not so strict 
as those that apply to physicians 
and attorneys, at least. Optical 
societies might hesitate about ad- 
mitting to membership an oculist 
who advertises untruthfully—one 
who offered five dollar glasses for 
a dollar this week only, and kept 
the ad standing by the year, for 
example. My objection to adver- 
tising arose from an aversion to 
adopting the ordinary method of 
featuring prices before skill. The 
solicitors of an advertising agency 
had been calling on me nearly a 
year, talking over advertising 
when I had time, and sending me 
literature and letters. Last fall I 
came to the conclusion that my 
business could be greatly extended 
by means of ads telling the people 
the plain truth about the optical 
situation, making talks about the 
eyes rather than the glasses, and 
fighting the bargain-counter sen- 
timent openly. So we began run- 
ning four-inch single-column dis- 
play ads in the World and Journal 
twice a week, with the same space 
in the Sunday Herald. Pictures 
were used to attract attention, but 
the argument was compresed into 
a little common sense talk about 
the eyes and their care, the symp- 
toms of approaching trouble, the 
necessity for a dark-room ex- 
amination in every case, the dan- 
ger of permanent injury through 
improper glasses, the strain arising 
from night work, sewing and read- 
ing, with its resultant headache, 
the necessity for having children’s 
eyes examined, and so _ forth. 


Prices were given because _read- 
ers are timid about coming to 
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a specialist unless they know that 
his charges will be reasonable. 
‘Glasses, if necessary, from one 
dollar up’ was the whole sum and 
substance of this pzrt of the ad. 
I never offered bargains, but took 
care to state distinctly that prop- 
erly fitted glasses would be fur- 
nished at reasonable prices. I 
even avoided reference :o the fact 
that examinations were free. My 
advertising is that of an oculist, 
as opposed to an optician’s adver- 
tising. An optician sells glasses 
over a counter, filling prescrip- 
tions. While I am an optician, 
too, I laid stress upon my services 
as an oculist, and to carry out the 
idea to its logical conclusion took 
out my counter, fitted up the space 
in the front of the store as an 
ante-room, with chairs, tables, pic- 
tures and magazines, and covered 
show cases with curtains. Every- 
thing that would suggest the coun- 
ter or store idea was carefully 
eliminated,and the dark-room was 
made the main thing. The adver- 
tising did not pay at first. In fact, 
it is not paying as yet. But there 
are unmistakable indications that 
it will be profitable before the year 
is out. In publicity of this nature 
it is not the direct results that pay, 
but the indirect. Bargain adver- 
tising would bring immediate re- 
turns, but they are transitory. I 
aim to build up a reputation for 
conscientious, careful work at rea- 
sonable living prices. When such 
a reputation begins to grow it 
grows rapidly, for people tell their 
friends about one, and that is the 
most profitable form of publicity. 
My expenditure this year will be 
about $6,000, chiefly spent in dail- 
ies. We went into the Telegram 
lately, which increases my list to 
four papers, and I hope to see the 
day when my ads will be in every 
New York daily and I can spend 
from $25,000 to $30,000 a year. I 
intend to establish branch offices 
to take care of the business, for 
results to date have convinced me 
that there is an amazing field for 
legitimate optical advertising. I 
am grateful to the advertising 
agency for keeping at_me until I 
saw this opportunity. People come 
from a radius of 150 miles, and I 
find that they are more impressed 
with my little talks about the eyes 
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than with the fact that I sell 
glasses as low as a dollar. Some 
of my business comes through the 
line stating that artificial eyes are 
sold at three dollars. Ten dollars 
has ‘been the average price here- 
tofore, but I import the eyes di- 
rect, and consider this a reason- 
able price. Next fall I shall begin 
following up this advertising with 
a booklet on the eyes, sending it 
by mail to people who ask for it. 
It seems to me that the booklet— 
a most valuable adjunct to adver- 
tising—is not used as generally as 
it ought to be by retail advertisers 
in large cities. Distances here in 
New York are magnificent, to say 
nothing of the suburban and coun- 
try circulation of metropolitan 
dailies. A booklet mailed to a city 
inquirer who is already interested 
in. your advertising will unques- 
tionably help turn readers into 
patrons, for it fully informs the 
reader before he leaves home. A 
man might read my ads and start 
downtown to consult me, but there 
are a dozen influences working to 
turn him aside before he reaches 
this office. If he has read my 
booklet he will be certain to come, 
nine cases in ten, owing to the 
greater impression my methods 
and personality have made upon 
him. I shall also devote some ex- 
tra space to advertising a new eye- 
glass clip of my own invention. 
My copy is prepared by the Hamp- 
ton agency from ideas furnished 
by myself, and every ad is care- 
fully corrected before it is printed. 
My campaign has met with consid- 
erable approval from oculists and 
opticians of the best sort, and has 
been favorably commented upon by 
several of the optical journals. It 
is bound to bring handsome re- 
turns because it is based upon 
right principles and opposed to 


principles that are wrong and 
plainly illogical.” 
—_——_+o>——___—. 


_ A Goop advertisement is like a min- 
ister—preaches to the other fellows to 
do the practicing.—White’s Sayings. 





PEOPLE are not conscious of half 
their wants. The mission of advertising 
is to educate them to desire what they 
need.—Jed Scarboro. 
+o —_—___— 

Never forget that men and methods 
are everything—the right men pursuing 
the right methods are a tower of great 
strength.—Jhe Advisor. 
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Goop advertising is an investment that 
yields lative divid 
— Oe 


Never forget that the convincing ar- 
gument is what sells the goods—see that 
there is one in your advertisement.— 
The Advisor. 


Tue adwriter who always does his 
best deserves credit. Angels could do 
no more and probably, owing to inex- 
erience, woul accomplish much less.— 
White's Sayings. 





ADVERTISING competition has got be- 
yend the baby age. It has got to a 
point where good advertising requires 
most of the time of a man who can pro- 
duce something that stands up in the 
“degree of arts”—something that will 
give your ad the distinction and recog- 
nition you want it to have when it ap- 
pears among the rank and file of the 
ads of your competitors. That’s why 
it’s better to employ an experienced ad- 
vertising man, or a reliable advertising 
agency, than to try doing it yourself; 
they will not only save you money in 
the outlay, but will make it bring bet- 
ter returns. 


————_+2o+—_—_—_— 
Classified Advertisements. 
Advertremente under this head two lines or more 
ous dapiey, 40 centsaline. Must be 
in one week in advance, 

WANTS. 


ANTED—Fxperienced advertising manager 
at once, STERLING ADV. AG’Y,Muncie,Ind. 


ANTED—A first-class subscription solicitor 
—to travel. Address GROCERY WORLD, 
Philadelphia. 


W4rre —List of advertisers wane car signs, 
Will buy entire list of U. 8 . or any com- 
plete city. Address “ SIGNS,” care P. I. 


wes than 215,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats eats any t two other papers. 


<n of high character and Al pros- 
pec! wy Y — = tes a 3 —T 
asad anager. care P. I 


LDER the etter We = use a few back 
numbers of PRINTERS’ INK. Sond your 
to Literary + —h/zzd of “M SERVICE,” 
Monroe 8t., Chicag 


DVERTISING Sncicioee wanted. Active, 
bright, business getters. Good commission. 

Old reliable dru ~ | fies. Address RETAIL 
DRUGGIST, Detro: ich. 


Reon on a and editor of a4 wants posi- 


a on daily or a's — tent, good 
All-round man ; experiance. 
sas > Fuk rs’ Ink. 


W ‘ent. Dally news as circulator or assist- 


Central States pre- 
ferred. 4 eapgristee on metropolitan dail- 
ies; best o: roi. J. L. PRICE, Waukegan, Ill. 

OFFICE SPECIALTIES WANTED 
In my_ work of Business Systematizing I 
want samples, — literature and best 
ices on useful office jalties or Cy Cc. 
. PERKINS, 7 Atlantic 





Ave., Boston, 
ws TED, by a newspaper just returned 
on the _ Philippines, ‘an ito; ne i- 
tion. we ‘ered 
ht "kind =e a 


would t ui an interest in the ri 
count; 


ry weekly. Address ROBERTS, Printe: 


Tt; BRITISH TRADE JOURNAL, tho oldest ane 
export medium extant, res 
ate s advertising solicitors for the 
New £ ee | pERABE JOURS and St. 
Louis. A BRITISH SH TRADE JOURNAL, No. 
iMeecdeuy te tee York City. 





PRINTERS’ INK. 


XPERIENCED and 


competent newspaper 
man desires Lg yl position, or A; 


purchase an interest aoe 
Kddress “WALTER,” Printer Printers’ New You 
W trout get a advertiving and jeabectiptions 


London, E f you 
ve no special Wares at these p 
look into this. A ry we ite: or 

ies only. ATLAS PUB. 
BUneRU 17 Spru spruce St., New St., New York, 
E have a corps ps of con competent editors and 
writers. ABs not order some newsy let- 
ters, special articles, edi etc., from ust 
We can do much of your edi and special 
work at reaso rates. We study each paper’s 
needs. This is not a syndicate proposition. 
CKOWN PUB. CO., San Francisco. 


MOoOstarr JOURNAL desires competent man 
as partner and business manager ; one able to 
handle large proposition and with four to five 
thousand dollars to invest. “ PARTNER,” care of 


Printers’ Ink. 
AN OPPORTUNITY IS OPEN. 
The difficult: it. Do you know 


is to find i 
where itis? Wedo. We need competent i 
e men to fill positions that we have open for 
managers, advertising men, superintendents, 
etc. Technical, — as and clerical men of ali 
kinds. If abate: are te ite for plan and 
booklet. Gat S Broadvay, New 
corti Monadnock ‘Bid hicago; Pennsylva- 
ia Bidg., Philadelp 


v r WANTED 
, in - publication ” department of a large 
ring concern in New 





England & to prepare all literary 
supervise all il illustrative work, conduct 
the & advert i and manage the printing office. 


technically trained, a master of good 
English and experienced in ihe work above out- 

lined. A permanent, growing position for the 
the right man, State experience, a ee po 
of ware, 5G references and Cay A salary ex- 
pecte W. B.8.,” care Printe 


LETTERS. 
ETTERS—All kinds received from newspaper 








advertising wanted and to let. What have 

2 or what kind do you want! MEN OF LET- 
KS, 595 Broadway, New York. 
CALENDARS. 


Mo antitte io Hine of for price fst calendars 
ever off Re Lp al for price list. 
BASSETT & 8) 
45 Beekman rh ie "York City. 
———_on———— 


ELECTROTYPING. 


WE make the electrotypes for PRINTERS’ INK. 
We do the electrotyping for some of the 

largest advertisers in the count 

=, WEBSTER, CRAWFOR: 
se St., New York. 


Write us for 
‘& CALDER, 45 


SUPPLIES. 


D, WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8t., New York, sell more mag- 
outne cut inks than any other ink house in the 


Special prices to cash buyers. 


— 
ADDRESSING M SING MACHINES. 


ty MACHINES—No type used in 

e Wallace stencil addressing sanehine. A 

card p= hey system of addressing used by the 

largest publis! ers throughout the country. Send 

WALLACE & CO., 29 Murray St., 
ew Yor! 








COIN CARDS, 


Less for more; any printi 


83 PER 1,000. 
THE COIN fe CO., Detroit, Mic 


OG 15723 > iii connie’ tocete, 
uant: ity and printing desired. 
cots —7 ee 


Burlington, 1 


“"Keme,” the Dost RCO | 
ACME COIN MAILER CO 











PRINTERS’ INK. 


MAILING MAC: MACHINES. 


MA Mehta 
opus or DICK 1K MATCHLESS M may 
Mfr., 178 Vermont Bt. Beifalo’ N 
ee ee 
LITHOGRAPHY AND TYPOGRAPHY. 


TIFICATES, “Bonds, Diplomas, Letter- 
Saat etc., partly lithographed and to be 


STBERT B. Ene’ Oc CO., 105 William St 


—__+o+—_—__ 
NEWSPAPER METALS. 
TCHFORD PERFECTION LINOTYPE 


use it you are with a very small minori Send 

for sample. E.W.BLATCHFORD & .» 54-70 

No. Clinton St., Chicago. “A Tower of Strength.” 
——-- ++ 
MISCELLANEOUS. 


AST much as you want, as little as you need. 
yy sectional somes cabi- 
h section will hold 700 elec 


ids, Mich, Circular free 


fin 
CARBON PAPER. 


L exchange a limited limited amount of carbon 
paper radvertising space pace in rerutaple 
publicbdioes. en CARBON,” P. O. Box 672, N 
1 teswarres CARBON that gives that cme, 
cl pes ay py - ei what y 


ony ard _ ng. Omar aor 
bons pe es if ¥ a bf pe WHIT- 
FIELD GO. 123 Liberty Si 
PRINTERS. 
OOKLETS by the million. Write for booklet. 

STEWART PRESS, — ane. 
Oe a ny rinted in large quantities. 

Write STEWART PRESS, Chicago. 





pt RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodg lodge cut catalogue. 


re ou ars not satisfied where you are, try us. 


kinds of book and ne “ion 
pe rinting: “promot and satisfactorily. IN 
CO.. 15 Vandewater St., New York. 


Ee Oe 
DECORATED TI! of BOXES. 


T= ofttimes sells it. 
You cannot imag foe 4 beautifully tin 
boxes can be decora a ~ pe cheap they are, 
until you get our 
ear we made, among ma ny oa things, over 
ten million Cascaret boxes and five million vas- 
eline boxes and caps. Send for 7 tin desk re- 
minder called “‘ Do It ans - BR 


any ane ou ma: re to see. 
—_— OPrER COMPANY, 

1 Water Street, 
Brooklyn, 


w York. 
ean largest ‘makes of Tin Boxes Oeste of the 








BOOKS. 


RINTER’S HELPS AND HINTS, 2c. Circular 
free. KING, Printer, beverly, Mass. 


be (THEORY and and Practice of Advertising,” first 
fifty —- lete lessons. 


In 

our coves , 75 cents, c Hoth 1, er 

weer mae a ea 
Middleburg. Pe 


66 M* ADVERTISING | P. PARTNER,” a book 
for merchants and advertisers who 


mete tats 4 ome ads. , *, x aaey —_ 
ines, regen, ae iin are 

By mail $1 $1. mach OWLANL Pub. ‘Colum aso. 
66 


OW and Where to Sell Manuscripts” con- 
ins the addresses of 1,000 publications 

that buy short stories, novels, sketches, feature 
articles, essays, yey miscellany, poems and 
‘en pages are filled with valuable sug- 
gestions to short story writers. riters 
ntrib “bound in. flezibie 


—, 
leathere' Pr nm receij 

Adres OAITED P had SYNDICATE, Tis Po Postal 

Bidg., Indianapolis, 
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HALF.TONES. 


og copper r half-tone -tones, |-col.. $1; 
de. per in. THE YOUNGSTOWN Ako EN- 
GRavI G CO., Youngstown, Ohio, 


PREMIUMS. 


Ra4E2 goods are trade builders, 
ive premiums suitable for 
publishers and others from the foremost makers 
| A wholesale dealers L ‘—— and kindred 
strated catal 


lin 500-page li e, 
published annually i, baat ist issue now ready; free. 
. F. MYERS CO., Ow, 48-50-52 Maiden Lane, NY Y. 


Thou- 





PUBLISHING BUSINESS OPPORTUNI- 


yey povtew ae haracter and standi 
be bees upon foundation a. 
able for $15. Fis ao. N 


. HARRIS, 
broadway, New Yor. 





aon dey New York. 


—— + +e 
ADVERTISING NOVELTIES. 


APEROID Pocket yan 1 ead for Re 
including ad. r.” F 
& SON, 5th above Ch sat, Phi 
cor metal bound toothpick case filled 
wood picks. Sam- 
plese. Figs 100 100, $3,700 





$20. Your ad on one side. 
Owego, New York. 


I Netw BOVELzINS which in reality 
ecessities. HOA sad 60. O° 
oods only. THE HITEHEAD & 2S 
Newark, } .3. Branches in all large ci' 


ASvaares your business by pares your 
customers a key holder, letter opener, bot- 


tle cap remover and screw driver combined. It 
is a very practical combination ket tool, that 
will be kept in use for years. Sample and par- 


ticulars 10 cents. G. P. COATES CO., Uncas- 





ville, Conn. 
FOR Sa SALE, 
INOTYPE MACHINES at ams 8 pve 


a 
2-letter eg to mold machines 
on easy terms. EENEBAUM BROS., 110 Fonee 
St., N. Y. City 
——., purchbasin, sing cylinder inateriat, kine 
resses, i, ot 
ly send for ot RICHARD PRE PRESTO 
167L Oliver St. A. 
OT of Maltipola Electric jiotse for Fy 
ing presses. ig by Pri 
wee ion. NATIONAL TAMPENG. AND ELEC. 
TRIC WORKS, Chicago, Ill. 


4? y 4 60 POTTER TWO-REV.; will print 4 

. i = or&col. A first class 
press for bo wspaper work. RICH- 
ARD PRESTON,” i67L Oliver Bt. Boston. 


OE DOUBLE CYLINVER, with or oe 


folders moet s = rin t4 pages o' 
col. 8-page; Ae hour. t will 
trade in part ment. RICHARD PRESTON, 


167L Oliver St., 
OR 8 BLE One quart nterest in thoroughly 


~~ ublishing and engrav- 
ing me in best © ity in Southern a 
pen oreman, on © man or w 
for “H. A. C.,” care Printers’ in 
F° SALE — Fully equip; equipped prin office 
ith latest machinery and type faces, in 
Southern city of over half a million + permanent 


contract work covers expenses ; handling finest 
b work. Will sell waar or part interest at low 


reon easy terms. Address “ P. O.,” care of 
Printers’ Ink. 
Por! SALE—One of the best trade je journal pro- 
positions we know of. Advertising con- 
tracts re five mont 
Official _ne of the best tes in the 
Union. t man can clear per year 
easy. *y: eo fanteal plant. Owner has other 
interests which absorb all his time, and must 
sell, therefore offers it at a sac: wi 


take it. Must be sold in next 60 days. 
Address “ No. 521,” care Printers’ Ink. 
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pa CUTS. 
ary pe te --K STANDARD, 61 
Ann 8t., i New We rk. 


— ee 
ADVERTISING MEDIA. 


10 Mon’. tinlehor, Pa gevertising in THE 


RITE to us about “8 iaesinas Bringers.” 
THE RELIGioUs PRESS ‘ASSN, Phila., Pa. 


Aare GUIDE, New Market, N.J. A 
postal card request will juest will bring sample copy. 


A NY person advertising in in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 

ceive the paper for one year. 
; ad rate 5 cents 


pourter Y NEWS, 
itt te line. ‘Cireuletion 2,250 monthly. 
WILLIAMS & METLAR, New Brunswick, N. J. 


HOLKESALERS’ AND _ AND RETAILERS’ RE- 

VIEW, San Francisco, covers wine, beer 

and spirit trade of entire West and Orient. It 
creates a demand. Write for rates. 


4 be BADGER, 300 Montgomery Bldg. 

waukee, Wis. ona: monthiy p= 
general, 45,000 copies, 20 cents a line. Forms 
Close the 24th. ‘ask 9 Our age agency about it. 


OWN TALE, Ashland, Or:  ¥—— 
teed circulation of 300 60 Coles ae 
Both other Ashland  pagemease rated at less than 
1,000 by the American an Newspaper Directory. 


N1.Y 50c. per line for each insertion in entire 


J and Pe . 
UNION PRINTING CO., “5 Vandewater St., N. Y. 


Pinot your ad in the POST. It reaches ten 
a readers among the w —y~ 4 - 

lass every week. 20 cents an inch, dis- 
play scents a line, reading. POST, Middleburg, 


10 WILL pay for ° _Svetine advertisement 
a a meet or Wisconsin 
OMON, wi CHIC NEWSPAPER 
10 Sprece. St., New You. Catalogue on 
application. 100,000 circulati circulation weekly. 


ye ey 
ve e in prince’ 
ton onl ae tor uick buyer - 
if publishers’ rates. 
Address LATIN AMERICA, ”” care Printers’ Ink. 


PRINTERS’ INK. 


WILL mail 4-in. sam; 
send stamp. H. B. 5 TRUNDLS, 


Danvfie ae” 


EWSPAPER advertising for habe: 


Effecti le service at nominal rates, 
A. OWEN PENNE NEY, 919 Capitol Bt. mWash'n be CG 
wt a 1 ads that se good 
M™: ariey nro. petmooas troughs 
Pee rns for others. be not for +7 4. 
° HURLEY, 2403 Kenton St., 8t., Cincinnati, Uhio. 
A ADWRITING. 
ay 3 SCARBORO 
a Halsey St.,” 
meoslien New York. 


$1 oF pay pane single column display a4, 
i type from your ¥ copy and elec: 


trot; md money with order. HENRY 

KO ER, Adsetter, 97 Rea Reade 8t., New York, 

H‘4¥"2 you allowed the pec oy people to A god yout 
rite memo: ry joggers, 

cards, leafle folder 50 x ear fotters book- 

lets. CH. No. American 

8t., Philadelph' 





A ADBUILDING THOUGHTS. 
A booklet of ins — for dull days of 
adwriters si C, = y oon vincing, 


Adaptable to y business, 
ER, Station R, Phile- 


Taare and fancy lettered name-heads 

the backbones of advertising ; we de- 

pe ae that never grow stale. rite for 

let, Vv’ From an Ad- 

Shop,” fre free. THE AD-SHOP, 69 Jefferson Ave. 
Jersey City Heights, N. J. 


P peers PupLiony. 
OPERLY PREPA AGSD. 
POR VES PROFITAB 
POSTAL Penis. PARTICULARS. 
257 Atlantic Ave., : Ave., Boston, Mass. 
Y Pantry 4 1S WRITIN WRITING ADS—bold, fetch- 
that have 





. i ® jor oureal adv vertising. “Lalso 
d ~ and write = GU circulars, etc. . eve 
written some pretty catchy advertising | 
too, and should like to —_ .* yt more. 30 
want anything in m f so let us get Our 


cas together. DIC TAYLOR: Box 137, Scran- 


"A Dwnrens and 4 designers should use this 
column to increase their business. The 








f+ pad is o nodius comes I line, being the Gennes 
ai it fone medium pu considering circula- 
DVERTISERS who wish to tion an number of the most suc- 
from the drug and medical profession, re- Cossful adwriters have won fame and fortune 
d- wholesale, should give the KETAIL through persistent use of this column. They 
jog mt 7 —- Mich., the old reliable began smail and kept at it. You may do like. 
wes sonra, Its mail bags speak in wise. Address orders, PRINTERS’ INK 1 10 Spruce 
aay 8t.. New York. 
ERRIGER'S MAGAZINE, the illustrated Cath- 
olic family monthly. ddorsed by over 50 ‘ A ADS attractive, pot po gntes, tenen 1 
archbishops and bisb ope, & ag nee. Ri right rousin rhymes, 
Circulation 35,000 monthl Me Spatentess Musfen eal as ow ect be chimes. 
2% cents an — line. BEN: k BROS., 3038 ‘Ads that b 
Barclay St., work. k. Ads that don’t pad —. 
000 © GUARANTEED circulation, 15 cents Ads with thought in every line, 
That’s what the PATH- ing goods their chief ad 
FIN DER offers nn rndvertinee the first eurday class of work done by “ 20s THE 
every month. Patron by all leadi mail- JINGLER! ” 10 Spruce 8t., New York Ci 
order If you are senting aod do not Se 
know of the PATHFINDER, you are missing IF YOU KNEW 


something Ask for agte and rates, 
THE PATH INDER, Washington, D.C. 
jectencageini od CONSTRUCTORS. 


USINESS L' constructs advertising. 
Scofield Bide Cleveland, o. 

AILORDER ADV’G written ang 1. 
EUGENE KATZ, TZ, Boyce Bidg., 


— ads for a groce re nnd 100 
100 “22 hy sayings for $1. at PUB. CO., 
Toronto, Can. 


QPacial, cuts and special special writing for eve 
retail business. Very low rates for 52. AR’ 
LEAGUE, New York. 


DVERTISEM bookl fold written 
A and Tented GEO W. WAGENSELLER, 
Middleburg, Pennsylvania. 


ENRY FERRIS, his — 
918-920 Drexel Building, Philadelp 
‘Adwriter. Systems devised and introduced. 


I that a really fine bit of gévertitins matter, 
one even whose first cost perhaps you as 
pong - <. ” was the only 1 profitable pase 
yon wo % “ onan, ” every-d. gual thing 

etanter. ine, individual, unusual ning x... 


a 
and fitable 
nly infadiible t test Pf ch 
luce and not 0. WHA’ 
. For eon who know this to be trve I 


mean by “ individual Cnesual things.” No 
tal cards, é 


Pee RANCIS I. MAULE, 
408 Bansom &t., 


No, 26, 











PRINTERS’ INK. 


NOTES. 


A COMPREHENSIVE, concise catalogue of 
steel office furniture and filing inets 
comes from the Berger Manufacturing 
Co., Canton, Ohio. 

Tne Union Fresh Air Mission, which 
maintains an outdoor camp at Westfield, 
N. J., during July and August, issues its 
annual report and prospectus for the 
coming summer in bdooklet torm. The 
matter was arranged by Voorhees & Co., 
116 Nassau street. 


Two recent booklets from the Penin- 
sular Stove Co., Detroit, Mich., describe 
Peninsular Gas Ranges and Warm Air 
Furnaces. The matter is chiefly de- 
scriptive, but so lucidly set forth as 
to be more convincing than argument 
tor the argument’s sake. 


“FRANKLIN’s” Excuse for Living’’ is 
a breezy eight-page talk about die cast 
work in the manufacture of small 
mechanisms, sent out by the H. H. 
Franklin Mfg. Co., Syracuse, N. Y. 
It has the concise, semi-technical style 
that makes good machinery advertising. 


“SouTHERN Newspapers” is a booklet 
from the Knoxville Sentinel containing 
an article upon the standing of all dail- 
ies throughout the South as revealed by 
the American Newspaper Directory. This 
article originally appeared in the Sen- 
tinel, and was reprinted in PRINTERS’ 
Ink. 


Tue Iron Age Directory, 1903 edi- 
tion, has just been issued. It is a class- 
ified index of goods manufactured by 
advertisers in the Iron Age. The book 
contains nearly 300 pages of valuable 
information, and is sold for 25 cents, 
by the David Williams Co., New York 
City. 

“Some New Post Faces” is a specimen 
booklet from the American Type Found- 
ers Co. showing some new faces of dis- 
play letter that will interest advertis- 
ers. The company has salesrooms in 
twenty leading cities where copies may 
be procured. The New York office is 
at Rose and Duane streets. 


For the information of plumbers the 
Standard Sanitary Mfg. Co., Pittsburg, 
issues a neat eight-page brochure de- 
scribing the Standard Vimometer, a 
closet device for office buildings, hotels, 
hospitals, schools, pwblic and penal in- 
stitutions. It is superbly printed, and 
contains fine diagrams and _ halftone 
views. 

_From the Harris Automatic Press Co., 
Niles, Ohio, comes a_ booklet containing 
specimens of perfectly registered color 
work which were printed at a speed of 
5.000 impressions per hour on this com- 
pary’s rotary sheet-feed job presses. 
With the accompanying argument it 
makes an excellent piece of literature to 
send to printers. 


Tue Summer Resort Guide and Direc- 
tory of the Brooklyn Eagle for 1903 is 
a handsome book of eighty pages, in a 
colored cover. Printed on good paper 
and arranged in convenient manner, it 


gives detailed information about resorts 
in Long Island, the Catskills, the Ad- 
HB the Hudson River country 


and New England. 
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A packet of miscellaneous literature 
used to advertise summer or comes 
from S. Kann Sons & Co., Washington, 
D. C. Brevity and plain prices are its 
chief merits. 


An attractive periodical used as an 
auxiliary in advertising and_ selling 
farm lands is E. Kistler’s Real Es- 
tate Bulletin, published by E. H. Kist- 
ler, Warren, Ohio. 


“A Few Reasons” is a folder for 
bankers, describing an aluminum check 
punch which can be distributed to ac- 
celerate commercial accounts. It is 
light, can be carried in the vest pocket, 
and is sent out bearing the bank’s ad. 
Julius L. Brown, 19 Quincy street, Chi- 
cago, says that it is meeting with suc- 
cess as a bank advertising novelty. 


“Fincer Tips” is a neatly printed 
sixteen-page brochure describing ‘Nail 
Tonique,” a manicuring preparation 
made by the General Chemical Com- 
pany, Detroit, Mich. It also gives con- 
cise directions for keeping the finger 
nails and hands in good condition. he 
copy was prepared by the E. E. Clarke 
agency, Boyce Building, Chicago. 


“How to Own a Home” is a fine book- 
let describing Oakwood, a manufactur- 
ing suburb of Knoxville, Tenn., by 
means of fine halftones and sensible ar- 
ument. It was compiled by A. C. Orn- 
orf, who is agent for this property, 
and who has developed a successful ad- 
vertising campaign through information 
gained in ten years’ reading of !’RINT- 
ERS’ INK. 


J. Atkinson’s Store News, published 
by the Caxton Printing Works, Ulvers- 
ton, England, is a four-page monthly 
sheet devoted to furthering the sale of 
stationery, office supplies and good print- 
ing. Reviews of new books make up 
part of the contents, and interspersed 
with descriptions of novelties and prices 
of —_ articles are short paragraphs 
of useful miscellany. 


A FoLpER from T. E. Burns’ Grocery 
and Market, Knoxville, Tenn., an- 
nounces a demonstration of Campbell’s 
Condensed Soups, the demonstration to 
last two weeks and a different kind of 
soup to be served each day. Mr. Burns 
maintains a permanent demonstration 
department in which new commodities 
are introduced by samples, as well as 
those already established through gen- 
eral publicity. 


Tue Frank Jones Brewing Co., Bos- 
ton, has a changeable sign, consisting 
of a black background upon which, by 
means of movable porcelain letters, it 
is possible to tell a different story every 
day. These are placed about the city 
by John Donnelly & Sons, who control 
bulletin board advertising in the Hub. 
The Billposter and Distributor reports 
another novelty in outdoor advertising 
in the shape of a ster used by the 
Tohnson “— Co., Milwaukee. A _ six- 
teen-sheet lithograph showing an attrac- 
tive Oriental scene without a line of ad- 
vertising is posted for a week, or until 
it has become familiar, when by the ad- 
dition of a supplementary strip of paper 
the bill is transformed into an ad for 
this concern’s Palm Olive Soap. 
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A HANDSOMELY executed humorous 
booklet entitled “A Midsummer Day’s 
Tale” is sent out by Peck’s Informa- 
tion Bureau, 11 Montgomery street, 
New York. The verse and pictures are 
good, but there is nothing at all in the 
way of definite advertising information 
about the Bureau’s service, nor even a 
clear address. The printing and writ- 
ing were done at the Tomoye Press, 14, 
Union Square. 


A NEw addition to the correspondence 
schools is the American Correspondence 
School for Nurses, 167 Dearborn street, 
Chicago. This institution teaches a thor- 
ough course in nursing, antiseptics, sur- 
gery, dentistry and other branches, ac- 
cording to very convincing and conser- 
vative literature sent out. The faculty 
consists of six practicing physicians, and 
the instruction is supplemented by prac- 
tical demonstrations by a local physi- 
cian in every town where the school has 
a student. 


_ A Coror landscape or Whistler etch- 
ine bring high prices, but the sums 
spent for such pictures are as nothing 
against those annually paid for the fam- 
iliar game and fruit pieces hung in din- 
ing rooms. A litho-chromo representa- 
tion of a half watermeton, three pears, 
seven peaches and a basket of grapes 
strikes a sympathetic chord in the av- 
erage human heart. Therefore the Land 
Department of the Central Railroad of 
Georgia sends out a folder bearing such 
a fruit picture, done in three-color 
halftone, enforcing the fact that the 
railroad is seeking settlers for ‘The 
Garden Spot of the South.” 


“A Cotton Wedding Anniversary” is 
the title of a booklet from the Maver- 
ick-Clarke Litho. Co., San Antonio, 
Texas, describing the manner in which 
the first anniversarv of a wedding is 
usually celebrated. These booklets are 
mailed within a month of the first wed- 
ding anniversary to names obtained 
through clipping agencies, and with 
each one goes a letter calling attention 
to the approaching event, as well as 
samples of engraved invitations for a 
cotton wedding reception. The form 
has a certain personal tone that must 
make it very effective. The same firm 
also submits a series of neat ads and 
a folder for their line of “Lone Star 
Pens,” which are being exploited in 
mediums reaching business men. 


“A Few Says” is a clever booklet 
from the Record and Chronicle, Denton, 
Texas. Its contents comprise the pub- 
lishers’ ‘“‘say” regarding this paper, 
which states its circulation, maintains 
the flat rate and enjoys a live circulation 
in a live community; the postmaster’s 
“say” regarding the number of pounds 
of papers mailed at Denton by all pub- 
lishers, of which the Record and Chron- 
icle has two-thirds to its credit; the 
“say” of Printers’ INK, which placed 
this paper_in its list of leading news- 
papers in Texas; the “say” of the Amer- 
ican Newspaper Directory, which shows 
that figure ratings have been accorded 
since 1901; the “say” of prominent gen- 
eral advertisers who are represented in 
the paper’s columns. Altogether it is 
an informing piece of literature, givin~ 
real facts concisely and in forceful 
shape. 
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“Fun anp Facts” is a small 
containing jokes which will be recognized 
everywhere as old friends. It is issued 
in a 50,000 edition by the Rochester 
Radiator Company, Rochester, N. Y., ag 
a reminder to customers, and has proved 
a good advertisement for ten years ac. 
cording to W. M. Hunt, president of 
the company. Almost no _ advertisin 
of the company’s goods is embodie 
however, and it is difficult to see how it 
can bring tangible results. 


“‘WooLoLocy” is a bright booklet of 
“house-to-house talks” on wool, Life 
ginseng, Human Nature, clover and tim. 
othy seed, Philosonhy, potatoes and kin- 
dred things, published annually by the 
Milwaukee Produce Company, Milwau- 
kee. Its contents are written by Herman 
Reel, president of the company, and it 
has become so well known for its per- 
sonality that 40,000 copies now com- 
prise the edition, A companion booklet, 
“Furology,” is issued at the beginning 
of the fur season in November. 


_ A STRIKING catalogue in miniature is 
issued by Rogers, Peet & Co. It is en- 
titled “The Livery Price Book,’ and 
though less than an eighth of an inch 
in thickness contains 112 pages, two and 
a quarter by four inches. The con- 
tents are equal to those of most large 
catalogues, comprising lists of eyery 
article worn by servants, from butler 
to porter, eacl. grouped under a plate 
showing correct appointments for coach- 
man, groom, footman, house servant, 
chauffeur, and so forth. It bears the 
imprint of the Cheltenham Press. 


“A Little Talk About a Big Success” 
is an odd little booklet containing the 
personal experience of J. F. Draughon, 
president of eight business colleges 
bearing his name, located at Nashville, 


Tenn. (which is the headquarters), St. 
Louis, Atlanta, Fort Worth, Galveston, 
Little Rock, Shreveport, La., and Mont- 


gomery, Ala. Mr. Draughon started a 
traveling business college in 1888, spend- 
ing $2.50 for 500 circulars, and out of 
this humble beginning has grown a 
business for which he has since spent a 
half million dollars in publicity. The 
little booklet contains an_ entertaining 
account of his ups and downs, a de- 
scription of his system of teaching and 
an offer of stock in a corporation which 
he is forming to extend his operations. 


Tue Pacific Printer, published in San 
Francisco, is noteworthy in two re- 
spects. First, it is edited by a woman, 
Miss Lillian Palmer, who seems to have 
the printing art at her fingers’ ends; 
second, it is interesting on its own ac- 
count—and this is not a subtle way of 


saying that it is as interesting as though 
edited by. a man. Considerable atten- 
tion is given to advertising, and the 


pointers published from month to month 
are both pithy and practical. Going to 
country publishers throughout the est 
and along the Pacific Coast, it contains 
considerable news, with technical articles 
and hints on advertising printing offices. 
The mechanical work is all that it should 
be in a nublication for printers, while 
the halftone illustrations are novel and 
of great beauty. Simply on its own ac- 
count the Little Schoolmaster enrolls 
the Pacific Printer among his babies. 
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“Seep SowInc” is a pithy, pertinent 
mailing card advertising investment se- 
curities, sent out by Andrew L. Bush, 
Springfield, Mass. 


A NEw edition of the Mutual Life In- 
surance Company’s log book for yachts- 
men is issued to mark the qoeming of 
the yachting season. This is a large 
record book, substantially bound in 
board covers, distributed to yacht own- 
ers and captains by way of emphasizing 
the connection between life insurance 
and life on the ocean wave. 


THE many places of interest in San 
Francisco and California generally are 
described and illustrated in the last is- 
sue of Touring California, the monthly 

ide-book published by _Peck’s Tourist 

ureau Company, San Francisco. This 

handy little pocket guide now consists 
of one hundred paves, and carries a fine 
line of general advertising. 


Tue June issue of the Grand Rapids 
Furniture Record celebrating the third 
birthday of that publication, contains 
advertising from 150 leading furniture 
manufacturers throughout the United 
States and is mailed to every dealer and 
buyer who has ever visited the markets 
of New York, Chicago and Grand Rap- 
ids, as well as to 7,000 dealers on the 
regular mailing lists. 


THRE latest premium catalogue of the 
Shryock-Johnson Mfg. Co., St. Louis, 
is a book of 336 pages, listing every- 
thing from lemon-squeezers to firework 
o> ays. These articles are given re- 
tailers with orders for cigars and chew- 
ing-gum. An excellent feature is a 
table of freight rates to points all over 
the United States, with rules for figur- 
ing charges on any order. 


A LiIveLy account of a_ thirteen-day 
trip from New York to Newfoundland 
by steamer is given in a forty-four page 
booklet written by Marion Varian, and 
forms an extremely interesting piece of 
advertising literature for some steam- 
ship company that has omitted to print 
its name conspicuously. It bears the 
imprint of the Martin B. Brown Co., 
49 Park Place, New York. 


ADVERTISING quacks and charlatans 
are meeting determined opposition in 
France. The Mayor of the city of 
Lyons, a physician by profession, has 
prohibited the advertising of venereal 
specialists in the territory under his 
jurisdiction, while Prof. Folet, a medi- 
cal authority of Lille, is at the head of 
a movement to fight this low form of 
advertising by counter advertising. He 
suggests ““An Appeal to Common Sense,” 
to be published in the newspapers as a 
displav ad among the various cure-alls, 
warning the public that a moment’s re- 
flection will show that it is impossible 
for a single remedy to be suitable for 
all kinds of diseases, all ages, sexes and 
temperaments; that the testimonials and 
photorraphs of persons cured, even if 
enuine, say nothing of the others who 
ave not been cured or whose condition 
has been aggravated by these vaunted 
panaceas. recent inquiry into the 
Status of those advertising such nos- 
trums shows that the laws of France 
give poactens no method of suppress- 
ing them legally. 


THE advertising business of the late 
George W. Place, long established at 
No. 203 Broadway, New York, is being 
carried on by J. W. D. Stearns under 
the name of the Place Advertising Bu- 
reau. 


An interesting address—and by no 
means a long-winded one—was lately 
delivered before the Board of Trade of 
Williamsport, Pa., by C. LaRue Mun- 
son, President of the Pennsylvania State 
Bar Association. It deals with the pro- 
gress of Williamsport that has come 
through pwblic-spirited citizens who 
made her advantages known to the 
world, and in the form of a neat book- 
let sent out by the Board of Trade 
makes reading well worth while. 


“Eryria Experts and How they are 
Trained” is a booklet that goes into de- 
tails. Compiled to set forth the_busi- 
ness education offered by the Elyria 
Business College, Elyria, Ohio, it de- 
votes the left-hand pages throughout the 
entire volume to letters from graduates 
who are now holding satisfactory places. 
Each of these letters is illustrated with 
a portrait of the writer. The right- 
hand pages give not merely the usual ar- 
uments of such a booklet, but go into 
the details of shorthand, showing by 
diagrams and statistics that the German 
system, taught at this institution, is 
most compact, quick and generally used 
in actual work. Brief biographies of 
men who have risen from positions as 
stenographers, talks on opportunity and 
faithfulness by well-known business 
men, tables of cost and other informa- 
tion fill out the volume, which is ther- 
oughly convincing. A_ detail showing 
the thought that was given to its com- 
pilation is the fact that it fits into the 
pocket. Such a booklet is often car- 
ried around several days before the 
reader makes a decision, and a handy 
size would have the preference over the 
usual cumbersome catalogue. The pres- 
ident of this institution is a woman, 
Miss Elcie M. Johnston. The printing 
was done by the Republican Printing 
Co., Elyria, Ohio, and is very creditable. 


— 
ILLUSTRATED EXPRESSION. 





ALWAYS KEEPS ITS HANDS BEFORE ITS 
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THE COUNTRY WEEKLY. 


It’s not u great big paper—but it’s strict- 
ly up to date, 

It hasn’t any supplement or colored fash- 
ion plate, 

It comes out every Tuesday unless the 
forms are pie 

It’s full of reading matter, with local 
news inside. 

It hasn’t any cablegrams from far-away 


Bombay, y 

But it tells that Rev. Cottle will be back 
here in May. ‘ 

It doesn’t seem to worry about affairs of 


state, 

But says that F. S. Leighton has painted 
his front gate. 

It never mentions Kruger or Joseph 
Chamberlain, 
But says that Colwell’s dry goods store 
has a new_ window pane. _ i 
And that the Ladies’ Circle will give a 
festival, t 

And that the Fire Company had their 
second annual ball. 

It tells about the sickness that Frank 
McBride has had, 

And say that H. H. Hamilton has be- 
come a happy dad. | F 

It says that sardine packing is shortly 
to commence, : 

And that medium scaled herring are 
selling for ten cents. ; 

It mentions legislature in one brief para- 


graph, ; 

And says that Billy Tyler has bought a 
yearling calf, f 
And most everything that happens with- 

in this little town, 

The man who runs the paper has plainly 
jotted down. : ; 
Some people won’t subscribe for it, but 

honestly, I like 
To hear that work is booming upon the 
Crow’s Neck | : 
It’s not a city daily, but it has a lot to 


say, =r : 
And as long as it is printed I hope it 


comes my way. 
° tahoe, Me., Herald. 





JIM JUMPS. 


Fy Jumps was a most peculiar man, 
e lived his life on the “easy” plan, 
He lacked vitality, resource, 
In all he did he had no force, 
The little boys made sport of him 
And often called him “Funny Jim.” 
When Jim first married Mrs. Jumps, 
Her bread was mostly yeast and lumps, 
Her coffee was a ghastly dope, 
Her pie and biscuits left no hope, 
“This steak won’t cut,” was rung from 


im, 
“Use force,” said sunny Mrs. Jim. 
im Jumps a little boy possessed 
ho hated to be washed or dressed, 
He always ran away from school, 
He broke his father’s every rule. 
“How shall I train that little limb?” 
“Use force, of course,” said Mrs. Jim. 
When rent came due and debts piled 


high 
Poor Jim oft wished that he could fly. 
The grocer was without remorse, 
Collectors pulled his leg by force, 
e couldn’t swear, alack for him! 
“Mere words don’t fill the bill,” says 


im. 
Good in at last, Jim’s star ascends, 
He gets a job, helped by his friends, 
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The boys whp used to laugh at hi 
No longer ue him “Funny hie 
Such jests have died for lack of sou 
He’s after them, he’s on the “force, 
—C. B. Orwig, Des Moines, Iowa, 
++ 
You can’t expect to win success in 
business unless you invite success 
through advertising. 
ee 





A store that ties up to old-fashioned 
methods is a good deal like a horse tied 
to a post—it can’t go.—White’s Sayings, 
——— +e 
THERE is reliable evidence that the 
farmer makes twenty per cent on his 
invested capital annually. Isn’t such a 
man a pretty good sort of fellow to do 
business with?—Judicious Advertising, 








Displayed Advertisements. 


20 cents a line; $40 a page; 25 per cent 
extra for specified position—if granted, 

Must be handed in one week in advance, 
Re ce Os NE 


CANADA. 


Cmanar ADVERTISING is best done by THE 
DESBARATS ADVERTISING AG’Y, Montreal, 


The Philadelphia Sonntags 


Journal 
which is published du a period of more 
than twenty-five years, is the oldest, most circu- 
lated and in ev respect the Leading German 
Sunday Paper ‘ished at Philadelphia, Pa. 
Advertising rates upon application. 

Office, 148 North Fifth Street. 














The State, Columbia, S.¢. 


The American Newspaper Directo: 

for 1908 gives a h Ree elveuintion 

rating than is accorded to any other 
daily published 


IN THE TWO CAROLINAS 











TO THE 


MERIDEN PRESS 


issued daily, the American New: r 

‘or | gives a circulation 
rating more than three times greater 
than is accorded to any other periodical 


PUBLISHED IN MISSISSIPPI, 
nea 


The New “Link the Link” Puzzle. 


5 


The most fascinating brain teaser ever in- 
vented. If you haven’t tried it send 10 cents 
at once for attractively samples. 
You won’t regret it. Jobbers and whole. 
salers write for prices. THE VALLEY MFG, 











PaT. 














CO., MIDDLETOWN, CONN. 
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TO THE 


HARTFORD TIMES crus 


The American Newspaper Director originates f 
for 1908 mocerde the largest 7 


DAILY CIRCULATION IN CONNECTICUT | Te, Din*ted, by the cocastone) ee clict within 
twenty minutes. Physicians now them 
of them. The five-cent 
enough for an ordinary on. e 
Bottle, 60 cents, contains a household supply 
fora year. All druggists sell them. 
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TO THE 


Evening Capital News 





Published dail Boise, Idah ety 

ublished daily, at Boise, Idaho, 

the American Newspaper Direct- the Central West 
ory for 1903 accords the largest has an established 


irculation in Idaho. ° ° 
~eeeecmttaeanere high-grade magazine! 


Et Paso “ Datty a 
Ex Paso, Tex., May 4, 1903. 
E. Katz Special Agency, Temple Court, N. Y. : e of 0- a 
GENTLEMEN—We are prepared to prove 


that the Herva/d’s circulation is materially 
greater than that of any other El Paso pap- (A name typical of its character.) 
er. We therefore wish to protest against the 
El Paso figures in the Rowell Newspaper 
Directory for 1903, as erroneous and as do- 





An Illustrated Magazine of 


ing the Hera/d a serious injustice, This will Information. , 
be your authority for advising Rowell & Co. Two years old. A substantial 
that the Hera/d will pay the expenses of any circulation, with 9 per cent of it 
—— auditor whom they may send to west of the Alleghenies. 

1 Paso to investigate circulation figures in . ice, 25 ts per 
this field. The Heradd’s carrier lists, mail- Pay pny ny cents pe 


ing lists, poise receipts, print-paper bills 
and cash “<= will be open for inspection at 
any time. e expect other papers to be 
equally frank, and in case their claims are PURESCASIOS CONEIES 

not substantiated we feel that the Herald | 67 Wabash Ave., Chicago 
should be set right before the advertisers of | 


the country. Yours truly, 
. ena News Co. W.J. THOMPSON 
156 Fifth Avenue, New York City 


q C a Ont. or Eastern Representative. 


On request sample copy will 
b~ be gladly sent. 


Anequitable advertising rate. 

















Advertisements printed AROUND | Commission 
NEVER THROWN AWAY! | | ““PENHOLDERS and PENCILS. | te Agents 
5 Samples mailed 10c. 15 per cent. 


PENCIL ADVERTISING CO., East Urange, N. J. 








q Geo. P. Rowell & Co., 


ADVERTISING AGENTS. 


Writing, Printing, Placing and _ Illustrating 
of Advertisements. 


Taking Care of all Mechanical and Technical 
Details Without Extra Cost to Advertisers. 


10 Spruce St., - 2©« © # « New York. 
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9000-0 


MILLIONS!! 


of dollars’ worth 


of American goods are sold di- 
rect to merchants in BRITISH 
COLUMBIA. Do you want 


a share of this trade? 
The Colonist | 


Established in 1858, 
VICTORIA, B. C. 





** Covers the entire 
province,’’ 


SusscripTion RATEs: 
Daily (including Sunday), 
7 .0o per year, 


Semi-Weekly, $1.00 per year. 
The Colonist Printing and 
Publishing Co., Ltd. 

VICTORIA, B. C. 














JUST AN INVITATION. 


Advertisers are invited to try the 
columns of the 


JOLIET DAILY NEWS 


We reach 6,869 homes six 
evenings a week. No street sales. 
Inspect our lists of subscribers, 
and you will agree that nowhere 
can the same results be obtained 
for the money. 

H. E. BALDWIN, Adv. Mgr. 














The St. Paul Globe 


Circulation Jan. Ist., 1903, 31,050. 


Average Circulation for month 
of December, 1902, 28,398. 


The Globe’s increase in circulation and advertising patronage the 
last six months has been greater than that of any other Twin City 


newspaper. 
open to all interested. 


Largest St. Paul morning circulation, 


Books 


THE GLOBE CoO., St. Paul, Minn. 
M. F. KAIN, Business Manager. 


Foreign Representatives : 


CHAS. H. EDDY, 


Tel. 2971.-John 


10 Spruce St. NEW YORK CITY. 


F. S. WEBB, 


Tel. Main 2467 


87 Washington St., CHICAGO. 
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OFFICE OF “‘ THE REPORTER,” 
LOVELAND, COLO., June 17, 1903. 


DEAR SIR—Inclosed find order and remittance for 
$5.60. Please express immediately—are in great haste. 
We gave your inks a great talk among “‘the boys” at 
the State meet last week—and we go to Omaha to the 
National meet next month. 


Yours very truly, 
W. L. THORNDYKE, Pub’r. 


Dame Fortune has been rather kind to me 
in sending me customers who never seem to tire 
praising my inks and my methods. Almost 
every new purchaser writes that some fellow- 
printer has recommended my goods and this 
sort of ‘‘talk” secures more orders than all the 
efforts put forth by salesmen or through circulars. 
I never have any hesitancy about referring to the 
concerns who use my inks, as I feel that my 
enemies are only among my competitors. Once 
in a great while my inks fall down, but I never 
fuss or fume over it. I simply refund the money, 
also the transportation charges. Send for my 
new book containing valuable information for the 
press room. Compare my prices with those 
charged by the credit houses, and figure the 
enormous rate of interest you are paying for the 
sixty or ninety days granted on the bill. When 
in need of ink try me on a small order. 








ADDRESS 


PRINTERS INK JONSON, 
17 SPRUCE ST.,_—- - | NEW YORK. 
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= “Among the Boys” # 
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CLIPPED AND PASTED. 


A Wrstzrn paper runs a department 
devoted to births, marriages and deaths, 
and heads it “Hatched, matched and 
dispatched.”—Boot and Shoe Recorder. 


Swattrr—I see you are mentioned in 


one of the books just published. 
Primly—Indeed! Jhat book? 
Swatter — The directory.—Chicago 
News. 


“Here is a railroad pamphlet entitled 
‘What Fills the Eye of the Traveling 
Public.’ ” 

“H’m! It must allude to cinders.”— 
Chicago News. 

“Yer needn’t be so proud, Mamie, 
jest ‘cause yer sister is a actress. If it 
wasn’t fer my father pastin’ her pic- 
ture on the billboards she’d never been 
heard of.’”—N. Y. Journal, 


Some overloaded shelves in a Hanni- 
bal dry goods store fell Friday night 
and nearly killed two clerks. They 
might have been lightened by judicious 
advertising.—Kansas City Star. 


“IT pon’t see anything funny about 
that supposedly humorous book of his, 
do you?’ 

“Why, yes; it’s funny how he found 
a publisher.”—Philadelphia Bulletin. 


Lives of men of wealth remind us 
ow to win a princely prize, 
And, untiring, leave behind us, 
Those who fail to advertise. 
—Washington Fost. 


“Tr,” said the druggist, “you will 
give this new tonic a trial I’m sure 
you will never use any other.” 

“Excuse me,” rejoined the customer, 
“but I prefer something less fatal.”— 
St. Louis Merchant. 

FiittErLy—My girl has gone away 
for the summer, and I am so lonesome 
that I don’t know what to do. 

Flatterly—Put one of those advertise- 
ments in the paper, “Second _ girl 
wanted.”—T own J opics. 


“Wuy don’t you see a physician?” 

“No, siree,”” answered Farmer Corn- 
tossel. “If I git cured it’s got to be 
by patent medicine. Nobody gits his 
picter in the paper fur being cured by a 


reg’lar doctor.”—Washington Star. 


“Way did you abuse your husband, 
madam?” “I just couldn’t help it, 
judge. He said something perfectl 
awful about me.” ~ “What did he say””’ 

“He said I wasn’t any handsomer 
than the new 2-cent postage stamp.”— 
Cleveland Plain Dealer. 


Sue stepped into a place whose win- 
dow bore this legend: 

“Messenger Boys Furnished.” 

Walking up to the clerk behind be- 
hind a desk she asked: 

“Could I get a boy any cheaper un- 
furnished?”"—Baltimore American. 


“I can’t understand why you dis- 
charged my boy. You advertised for a 
boy with ambition, and he——” 

‘That’s just it, madam—that’s just it. 
He wasn’t in the place two days be- 
fore he had his feet on my desk and 
bes «2 smoking my _  cigars.”"—Baltimore 

eus. 





“Wuat’s the price of cheese?” 

“Fifteen cents per pound.” ; 

“But the fellow opposite sells it for 
ten.” ° 
“Then go and buy it there.” 

“But he hasn’t got any.” 

“Well, then, the kind of cheese | 
haven’t got you can have here at 19 
cents a pound also.”—Vikingen,. 


“I READ somewhere the other day,” 
said Mr. Henpeck, “that one of the big 
mercantile corporations pays a certain 
man $1,000 for each idea he furnishes, 
George, I’d like to have a chance of 
that kind!” 

“Wretch!” exclaimed Mrs. Hen 
“Do you want your innocent wife and 
oe to starve?”’—Chicago Record. 

erald. 


RECENTLY a lithographic firm received 
a circular announcing the death of the 
head of a well-known business house. In 
reply they wrote: 

“We regret to learn the loss sustained 
by your firm in the death of Mr.—— 
and beg to express our heartfelt sym. 
pony: ¥ 

“We notice your circular is printed 
by Messrs. e are confident that, 
had you asked us, we could: have quoted 
you cheaper and better than any other 
firm in the market, and in the event 
of a future bereavement, we hope you 
will afford us an opportunity of making 
you an offer.” —Tit Bits. 


_ WE wish to announce that we have 
invented a labor-saving typewriter, the 
salient principle being keys which rep- 
resent the complete phrases: 

We beg to acknowledge receipt of 
your favor— 

Your favor at hand, and in reply we 
beg to say— 

n regard to your account, we beg to 
explain that— 
_ Thanking you for past favors and so- 
liciting a continuance of your patronage, 
we beg to remain— 

Anyone can see at a glance the incal- 
culable benefit of such a machine in the 
ordinary course of business correspond- 
ence. Order early, as the supply is lim- 
ited.—Baltimore News. 





“I pon’t wish to take up your time,” 
the caller said, “unless you think it 
likely I might interest you in the sub- 
ject of life insurance.” 

“Well,” replied the man at the desk, 
“T’ll not deny that I have been thinkin 
some about it lately. Go ahead. I'l 
listen to you.” 

Whereupon the caller talked to him 
forty-five minutes, without a break. 

“And now,” he said at last, “are you 
satisfied that our ym gee is one of 
the best, and that our plan of doing 
business is thoroughly safe and con- 
servative?”’ 

“Ves.” 

“Have I convinced you that we fur- 
nish as good insurance as any other 
company, and at rates as cheap as you 
oan, fet anywhere?” : 

“Yes, I am satisfied with the show- 
ing, you make. Perfectly satisfied.” 

‘Well, don’t you want to take out @ 
policy with us?” 

“Me? h, no. I’m a life insurance 
agent myself. I thought I might be able 
to get some pointers from you.”—Cht 
cago Tribune. 
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